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B. Next, inserts sheet ot 
ordinary paper, vellum, 
or offset paper master. 
Insertion starts auto- 
matic printing and proc- 
essing cycle. 


C. First print is auto- 
matically delivered in 30 
seconds; subsequent 
prints (of the same or 
different drawings) 
every 15 seconds. 





From microfilm to an 18’x 24” print 
...IN seconds and on ordinary paper! 


You can have a dry, positive, 18’’x 24” 
engineering print in seconds and on 
ordinary paper with the new 1824 
Printer. 

This remarkable machine, which 
requires no exposure settings or other 
adjustments, reproduces from a mi- 
crofilm aperture card, making 18’’x24” 
prints—or smaller—at extremely low 
cost. It also copies onto vellum or off- 
set paper masters. 

Operation is automatic. Prints 
ready for immediate use emerge as 
fast as four a minute. 

The quality of reproduction is su- 
perb. Images are sharp black-on-white 
and won’t rub off. There is no odor, 


no waste, and the finished print may 
be written on with pen or pencil. 
Regardless of your engineering- 
drawing-reproduction needs, you can 
now enjoy the tremendous savings in 
time, money, space, and materials of 
your own unitized microfilm system. 
Formerly, such economies required 
a substantial reproduction need. To- 
day, however, the 1824 Printer offers 
the same proportionate benefits to 
small-volume users as to large. No 
need now for vast files of engineering 
drawings. Microfilm aperture cards 
require only a fraction of the storage 
space rquired for other reproducibles. 
No more costly waiting for prints, 
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which—made by an 1824 Printer— 
are so inexpensive your engineers can 
discard them after use. 

Write today for our free 1324 book- 
let giving the full benefits you can ex- 
pect from an 1824 Printer. XrERox 
CORPORATION (formerly Haloid Xerox 
Inc.) 61-191X Haloid St., Rochester 
3, N. Y. Branch offices in principal 
U.S. and Canadian cities. Overseas: 
Rank- Xerox Ltd., London. 


XEROX 


CORPORATION 
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Gerald Gidwitz, Chairman of the Board (left), Willard Gidwitz, President (right) 





The Helene Curtis Story... 
How Heller Money paced the growth of a young giant 


Helene Curtis started with an idea conceived by two brothers. 
It was in the early thirties that Gerald Gidwitz, Chairman 
of the Board and Willard Gidwitz, President of Helene 
Curtis Industries, took a long, hard look at the beauty shop 
business. 


What they saw was an industry catering to upper income 
women because of high service and product costs. Sensing 
a mass market, the two brothers developed new low cost 
equipment and new products for permanent waving. Their 
ideas were sound and Helene Curtis sales started to climb. 


In 1932 Helene Curtis came to Heller for money to finance 
rapidly expanding receivables. From sales of $373,000 in 1932 
to sales of $9,486,000 in 1950, the relationship with Heller 
continued. Willard Gidwitz, President, says “The financial 


Over one billion dollars 
annually for industry 





genius of the Heller organization was equally as valuable 
as the Heller money which served us as working capital.” 


Today, Helene Curtis sales exceed $50,000,000. Like many 
successful companies that have matured through Heller 
financing, Helene Curtis has outgrown the need for Heller 
funds. But like more than 10,000 other Heller clients, Helene 
Curtis has been helped to financial independence and in- 
creased profits through Heller service. 


If your company can see opportunities for increased profits 
through the use of additional working funds, why not learn 
the facts about Heller modern financing? Write for a free 
copy of “Financing Business Action” and for specific infor- 
mation pertinent to your own situation. Your inquiry will 
be treated in confidence and without obligation. 


Write Dept. MM-6 


WALTER E. HELLER & COMPANY 


105 W. Adams St., Chicago 90, Illinois © 342 Madison Avenue, N.Y. 17 
55 Marietta Street, N.W., Atlanta 3, Georgia 

Walter E. Heller & Company of California, 849 S. Broadway, Los Angeles 14 

Walter E. Heller & Company of New England, 31 Milk St., Boston, 9, Mass. 
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Here are the new trends in vacation plans ...................cc cee eeees oer ee 
Four years ago, MANAGEMENT MeEtuops reported: “Vacation policies are getting 
more liberal” A new survey shows the trend is still up. Here are the facts. 
ee a ee ee (eeevertiuse: -ae 
Transplant a company, or a single employee, and you run the risk of powerful 
problems. This case history shows how to make company moves painless. 
Can a company library save money, time, and work? ................. MOTT CT TT ae 
Are company libraries frills or necessities? Should your company have one? This 
article answers these questions—and tells you how to set one up. 
How to build sales with a product tag ............... 0. cc ccc cece eee oe er a | 
Attach a tag to your product and you'll build sales. That’s the experience of 
firms that have used this method. Here’s how tags can sell your product. 
Nine reasons why beautiful offices don't work .................. 0000 e eee “wwe 
Beautiful offices are expensive—and sometimes inefficient. Here are nine common 
office design mistakes—plus low cost ways to correct them. 
How to train employees to protect your reputation ................... cineksessadeae” 
Your firm’s reputation depends on the active cooperation of all employees. If 
they fail, your company suffers. Here’s how to avoid poor community relations. 
How to improve your employees hearing—a way to cut costs .......... Licthas skeen Oe 
I ha 7 g ; 
Poor employee hearing can drain profits. This article tells how to test and correct 
employee hearing—and how to kill damaging plant noise. 
Why women cause problems in business ...................000 eee PEE 


As workers or as supervisors, women create personnel problems according to 
nearly 2,000 managers covered in a recent poll. Here’s what they said. 
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Coming next month 


One way to earn profits overseas 
is simply to license your product to 
foreign companies. 

This method of tapping foreign 
markets was attacked in _ last 
month’s issue of MANAGEMENT 
Mertuops. Walter E. Schirmer, pres- 
ident of Clark Equipment Interna- 
tional, said: “With a straight li- 
censing agreement, all you do is 
create a future competitor.” 

But next month another expert 
champions the cause of licensing. 
In an interview article, Robert A. 
Weaver, a consultant on foreign li- 
censing, recites examples that show 
some low cost, high profit benefits 
of licensing. 

Don’t miss next month’s idea- 
packed issue of MANAGEMENT 
MeETHOops. 





Subscriptions 


In United States and Possessions, one year $5.00; 
two years $9.00. Canada and Mexico one year 
$6.00. Foreign subscriptions $10.00. Single copies 
$.75. When possible, back issues or tearsheets of 
articles will be provided. Enclose $1.00 for each 
back issue and $.50 for each back article re- 
quested, to cover costs of handling. Make checks 
payable to Management Magazines, Inc. 


Change of address 

To insure continuous service, send your new ad- 
dress (and moving date) 45 days before moving. 
Include old address as it appeared on previous 
issues (if possible send label from magazine). 
Do not depend on the post office to forward 
either the change of address or your magazine. 
Management Methods is a registered trademark. 
® Registered trademark. 
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Buy &guipls -- Industry’s choice for Quality Products 
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EQUIPTO 


IRON-GRIP 


SHELVING 


gives you that 
extra” 


% Exclusive steel stud — a slope 
in the keyhole joins with the 
taper on the stud to form the 
tightest and strongest of grips. 
The more you load it the 
tighter it grips, yet shelf can 
be moved easily. 





% No clips, nuts, bolts or tools for 
speedy shelf adjustment. 


Shelves adjust on 112” centers. 


Strongest shelf in the industry. 
# 60% saved in assembly time. 


% Shelves 100% adjustable from front 
of unit. 


Reinforcements can be added to in- 
crease capacity of shelf to 2,000 Ibs. 


* FEF 


Four 1” x 2%” uprights allow unit 
to be moved without disturbing 
adjacent units. 


% Shelf can be inverted to form 
bin front. 


% Immediately available from stock in all sizes, either open 
or closed, with or without dividers, bin fronts, drawers 
or label holders. Fill out coupon for full details. 
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SHELVING 


(1) Please send me your Reference Manual No. 487. Also free book: 
let “HOW TO SOLVE YOUR STORAGE PROBLEMS”. 


(J Please have layout engineer call. 


NAME 





FIRM 





STREET 





CITY. Be __eEEEE 
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PROTECTION IN DEPTH 


How it helps cut compensation costs 
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Homefront fighter in the war on disability 


Liberty Mutual’s protection in depth includes many 
specialized activities that help speed an injured em- 
ployee’s return to work. Two fully-staffed rehabilitation 
centers, medical advisors and encouragement in the person 
of rehabilitation nurses are well-known examples. 

Making a man know he will be able to work again — 
encouraging him to strive for that goal — is a service per- 
formed by the rehabilitation nurse. As a very personal 
part of Liberty Mutual’s protection in depth, 29 of these 
highly-trained women cover the country. Soon after a 
worker suffers a major disabling injury, a rehabilitation 








Look for more from 


nurse is at his side. She counsels and cheers up the man 
and his family; follows his medical progress throughout 
his restoration; sparks his interests in vocational retrain- 
ing; hastens his return to a suitable job. 

Liberty’s protection in depth also includes dozens of 
services (e.g. industrial hygiene, traffic control, industrial 
engineering) designed to prevent accidents. Last year this 
broad concept in loss control helped compensation policy- 
holders save many millions of dollars. Find out soon how 
protection in depth can help lower your business insurance 
costs. Just call the nearest Liberty Mutual office. 








LIBERTY MUTUAL 


the company that stands by you 


LIBERTY MUTUAL INSURANCE COMPANY « LIBERTY MUTUAL FIRE INSURANCE COMPANY «+ HOME OFFICE: BOSTON 





Personal insurance: Automobile, Fire, Inland Marine, Burglary, Homeowners ¢ Business Insurance: Workmen's Compensation, Liability, Group Accident and Health, Fire, Inland Marine, Fleet, Crime 
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NOW! A LOW-COST WAY TO AUTOMATE SALES ANALYSIS 





KEYSORT’ DATA PROCESSING 


Today, the businessman must know exactly what is be- 
ing sold where. Yet, to the small- and medium-sized 
company, most data processing systems that can deliver 
this information on time are prohibitively expensive. 
Except Keysort. 


Flexibility and economy 


Keysort is the only automated data processing system 
flexible enough to fit your business as it stands and as it 
grows. It is the one system adaptable and affordable to 
companies of every size. Remarkably simple to use, 
Keysort requires only minimum training. It imposes no 
restrictions on your way of doing business, yet provides 
the whole range of management reports — order and 
sales analysis, territory analysis, inventory, etc. 


Reduced clerical burden 
Mechanically created, Keysort cards are code-notched 
with your vital information. Writing is thus reduced to 
a minimum. Figures are automatically tabulated and 
summarized direct to reports. You get the information 
you need when you need it. With least effort. And at 
lowest dollar cost. 


Documented case histories 
Your nearby Royal McBee Data Processing Systems 
Representative will be glad to discuss a low-cost Key- 
sort system tailored to your individual requirements. 
Call him, or write us at Port Chester, N. Y.—indicating 
the applications in which you are interested—and we 
will supply you with actual case histories from our files. 


ROYAL MCBEE corporation 


NEW CONCEPTS IN PRACTICAL OFFICE AUTOMATION 
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That way you’ll really know what automatic 
means! Blindfolded, slip a single sheet of 
paper (memo, chart, drawing, photo — any- 
thing, any color) into the machine. What 
happens never happened before in office 
photocopying. The machine does everything. 
Activates itself. Supplies the photocopy 
paper. Exposes the original. Prints a copy. 
Trims it to exact size. Unbelievable! From 
start to finish — completely automatically 
— in much less time than it took you to put 
the blindfold on, slip the paper in, take the 
blindfold off! 


Whether you presently have an office copier, 
are thinking about getting one, or wonder 
if one will do you any good — you owe it 
to yourself to get the Automatic story. It’s 
as easy as mailing the coupon. Do it now. 





“TRANSCOonrn 
AALS TOM AYVT I@M 


STOP! DON’T BUY THIS OR ANY OTHER PHOTO- 
COPIER BLINDFOLDED! MAIL COUPON FOR 
THE FACTS YOU NEED TO HELP YOU DECIDE! 


TRANSCOPY, INC. 
ept. M 
10 Paterson Ave., Newton, N. J. 


Gentlemen: 
'd like to know all about your 
new Transcopy Automatic. 


Rush me the cost-saving 
‘*'61 Manual on Office Efficiency.” 
C1 i'd like to see the Transcopy Automatic in my 


office. Have your representative phone _ for 
appointment. 


i 


Name 
(| ew 


CO 


Address 


sconces catacar tinct i eae ae 


State 
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Transcopy, Inc. Ry Subsidiary of Anken Chemical and Film Corp., Newton, New Jersey 
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THE BEST 
COMMUNICATIONS 
IN THE WORLD 
CAN’T HELP 

YOUR BUSINESS 
IF YOU 

DON’T KNOW 
ABOUT THEM 


This man can bring you the whole story! 


He’s one of our Communications Consultants. 
He brings “‘ideas.”’ 


He shows businesses, both large and small, 
how Bell System communications can help 
them reduce paperwork, save time, cut costs, 
keep customers happy, boost sales and profits. 


He’s done it for hundreds of firms— 
and he can do it for yours. 


He’s trained to analyze business operations 
and to find better, more profitable ways 
to use modern communications. 


He’s backed by Bell Telephone Laboratories, 
world renowned for communications research. 


He can help your business—and his counsel 
is yours without cost or obligation. 

Just call your Bell Telephone Business Office 
and ask for a Communications Consultant. 


BELL 
TELEPHONE 
SYSTEM 





The one source for all business communications 


~— ean ~~ oe lU DG ot ol KPO 


MMA 
NZ 


Letters 





FLEXIBILITY: THE KEY TO GROWTH IN WORLD MARKETS 


Sir: Since the end of World War 
Il, U. S. firms and U. S. citizens 
through their corporate and _ indi- 
vidual tax dollars have made a 
total net expenditure in foreign aid 
of some 82 billion dollars. Clark 
Equipment International [see How 
to spread into world markets—fast!, 
MM, May ’61] is obviously one im- 
aginative American firm that has 
set out to gain the maximum return 
from this very substantial U.S. in- 
vestment abroad. 

Foreign operations, approached 
with imagination and careful ad- 
vance planning—as Clark Equip- 
ment has obviously done—offer a 
profit and growth potential that too 
many American companies have 
neglected. Sure, there are risks. But 
when weren't there? As _ Leon 
Trotsky said back in 1917: “Anyone 
desiring a quiet life has done badly 
to be born in the twentieth cen- 
tury.” Besides, most political risks 
today are insurable, through the 
Ex-Im Bank and other government 
agencies. 

Another thing I like about Clark’s 
approach is flexibility. Each coun- 
try and each product presents its 
own problems. In the foreign field, 
it’s particularly dangerous to gen- 
eralize (on the best approach to 
take). Some firms consider licensing 
as a last resort. To them, a minority 
equity in a licensee is no better 
than none at all. They know that 
the majority stockholders can put 
them off the board, or determine 
policy with little consideration of 
minority interests. 

On the other hand, a_ wholly- 
owned subsidiary or a majority 
holding in a foreign company vests 
control in the parent licensor, 
where many firms feel it belongs. 
Such a company, of course, can be 
operated almost completely—or 
even 100%—by local personnel. 
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Not long ago, Rowland Burnstan, 
then president of Borg-Warner In- 
ternational Corp. (and since ap- 
pointed Assistant Secretary of Com- 
merce for foreign business) said, 
“We are moving from the idea of a 
minority interest to a controlling 
interest, or to complete ownership 
of our foreign operations.” In newly 
developing countries, particularly 
those which are sensitive to the al- 
legation of foreign economic dom- 
ination, there may be certain ad- 
vantages in having local nationals 
retain a minority interest. 

It is important to adapt to local 
conditions. Heinz pickles in Eng- 
land, for example, satisfy British 
taste—but they are quite different 
from the U.S. product. One need 
not, however, as Clark Interna- 
tional’s President Schirmer agrees, 
accept antiquated sales methods. 
Distribution in many countries is 
relatively static, tradition-bound, 
inefficient and fantastically expen- 
sive by our standards. The ideas, 
stimulation and _ technology an 
American affiliate overseas gets 
from the parent company can be an 
important competitive advantage. 

It is well to remember that the 
bulk of that 82 billion dollars of 
U.S. foreign aid invested abroad is 
in American goods. Other firms can 
follow through on the opportunities 
thus created, as Clark International 
has done, with benefit to their 
stockholders, the national interest 
and the economic welfare of the 
free world. 

J. PARKER VAN ZANDT 
PRESIDENT 

EUROPEAN TECHNICAL SERVICES 
WASHINGTON, D. C. 


Trademark impertence 

Sm: Your article /Is it time to 
change your trademark?, May ’61] 
is well written and covers in detail 





a call for 
action 


ON Re 2 eee 
to all companies 
using 10 or more 
business cars 


Investigate fleetcar leasing — the 
Hertz way, described by leading 
companies as ‘‘the lowest cost sales- 
insurance we ever took out.’’ Find 
out how Hertz Fleetcar Leasing 
plans cater to the special needs of 
larger users of business cars. Dis- 
cover how they’re tailored for com- 
panies which best benefit from the 
nation’s most extensive coast-to- 
coast leasing facilities, and from 
operating efficiency perfected over 
30 years. Each “‘10-Plus’’ plan re- 
places your cars with brand-new 
Chevrolets, Corvairs, or other fine 
cars; assumes full responsibility for 
maintenance and repairs; and re- 
duces the many annoying details of 
fleet administration to the writing of 
one budgetable check each month. 
Use coupon below to learn why 
more and more multi-car companies 
agree Hertz Fleetleasing makes the 
best business sense for them. 


















CITY & STATE- 





NUMBER OF CARS OPERATED 





1 ae CAR LEASE ] 
| HERTZ FLEETCAR LEASING ! 
, ! 
| Att. H. F. Ryan, V.P. 
| The Hertz Corporation, 660 Madison Ave. ! 
New York 21, N. Y. Dept. C-6. | 
Please send me your new fleetcar leasing | 
| booklet. | 
| 
| iN eee | 
| Position 
COMPANY | 
| a ! 
| 
| 
L | 
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COTTON* lends prestige to 
new bank building 














*Cotton toweling supplied to the First National 
Bank of Minneapolis by American Linen 
Supply Company, Minneapolis, Minnesota. 


@ When the First National Bank of Minneapolis built the city’s first large 
office building in 30 years, it naturally specified that every detail be the most 
modern and efficient. So washrooms on all 26 floors (five floors occupied by 
1,200 employees of the bank) were equipped with cotton toweling. 

At no additional cost, cotton added the convenience and look of quality 
that has built excellent employee and tenant relations. And, in addition, it 
assures high standards of neatness—and eliminates costly plumbing prob- 
lems and dangerous fire hazards. 

Why not look into the advantages of cotton toweling for your operation. 
For free booklet, write Fairfax, Dept. R-6, 111 West 40th St., New York 18. 


Here’s How Linen Supply Works... 


You buy nothing! Your linen supply dealer furnishes 
everything at low service cost—cabinets, pickup and 
delivery, automatic supply of freshly laundered towels 
and uniforms. Quantities can be increased or de- 
creased on short notice. Just look up LINEN SUPPLY 
or TOWEL SUPPLY in your classified telephone book. 


Clean Cotton Towels... 
Sure Sign of Good Management | 
fairlax. Towels &: 


exile 
WELLINGTON SEARS COMPANY, 111 WEST 40TH STREET, NEW YORK 18, N.Y. 
(Circle number 150 for more information) 
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many fine case histories handled by 
Mr. Frisch (author of the article). 
But I think the article omitted sev- 
eral key points top managers must 
consider when selecting a_trade- 
mark. 

Many times, for example, a com- 
pany’s image to outsiders is created 
by nonpersonal contacts. These 
contacts must produce the same 
good business impression that the 
company president does. They 
must, in effect, wear the white shirt 
and the shoeshine. They must have 
the same warm, friendly hand- 
shake. 

The trademark is the most often 
seen stand-in for the personal con- 
tact. This silent salesman is on view 
every time a product leaves the 
plant, office or shop. Shippers see 
it. Transporters see it. It is seen 
standing on railroad platforms, in 
warehouses and sitting on_ side- 
walks. The company is constantly 
on view, and often doesn’t know it. 

It’s the same with stationery and 
business cards. From the moment 
it leaves the office, a letter is han- 
dled by several hands: postman, 
mail clerk, delivery clerk, secretary 
and the person to whom the letter 
is addressed. 

Anyone who sees your trade- 
mark is getting an impression of 
your image. People talk. Word of 
mouth can be good advertising—or 
bad. That’s why, when considering 
a trademark, it’s good to ask these 
questions: 

Does the trademark have our 
business look? Does it represent 
and reinforce our personality? Are 
our packages, shipping labels, ad- 
vertisements, sales promotion pieces, 
letters and business cards designed 
to be ambassadors of our goodwill? 

A trademark must also be dis- 
tinctive, so that there is no other 
like it. For each of these gasolines, 
each of us has his own private 
image: Gulf, Texaco, Mobilgas, 
Sunoco. . . yet, which gas is actu- 
ally different? 

Trademarks sell. If you encoun- 
tered an array of TV sets without 
their trademarks or emblems, how 
would you know which set had all 
its marbles? Chances are you 
wouldn’t know which one to pick. 
But if you saw Westinghouse’s W, 
or GE, RCA, Philco, Motorola or 
Capehart, you’d know which one 
you wanted. That’s because the 
trademark symbolizes and_rein- 
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At RCA EDP... 


- The Customer is at the Top 
of the Organization Chart 


The moment you decide on RCA Electronic 
Data Processing, you have a direct line to a 
staff of experts in every EDP area. Here’s how 
you commandeer the all-out assistance calcu- 
lated to bring you optimum data processing 
results: 


You make your needs known to your RCA 
Sales Representative. He can call into action a 
full team of RCA specialists to help solve your 
particular problems. If you need expert assis- 
tance on systems and procedures... or a pro- 
grammer to help solve a problem...or a 
mathematician to help in Operations Research 

.. or skilled people to orient management and 
train personnel...all are available to see 
that you get the results you want. And, of 
course, the RCA Service Company, the world’s 
most proficient organization in electronic main- 
tenance, is always at hand. 





RCA’s firm commitment to a policy of respon- 
siveness to customers’ needs makes thorough 
“backup support” as much a part of every 
RCA EDP System as the “hardware’’ itself, 
with its tremendous WorkPower and unique 
versatility. In simple terms, it means that you 
get more work per dollar invested ... day after 
day, year after year. 

No matter how modest or complex your data 
processing requirements may be, you'll gain 
by talking it over with RCA. RADIO COR- 
PORATION OF AMERICA, Electronic Data 
Processing Division, Camden 8, New Jersey. 


The Most Trusted Name 
in Electronics 





RADIO CORPORATION OF AMERICA 
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Today, manufacturers of everything from automo- 
biles to zippers are using air freight as their regular 
method of distribution or procurement ...and sav- 
ing up to 914 per cent of their product costs. 

The savings are due to the fact that these manu- 
facturers have been able to reduce or eliminate branch 
warehouses and to reduce inventories which are an 
important part of the cost of physical distribution. 

Regular shipment of goods by air can save you 
money and time...7f zt can reduce your physical 
distribution costs. 

The question is this: can your plant or branch in- 


maybe it can cost 9'2¢ a pound less 





ventories, with consequent multiple costs, be reduced? 

The answer may well be “Yes”... since ship- 
ments by United Air Lines jet freight can actually 
provide same-day delivery coast to coast. 

To see how you can profit from this new 
“distribution”’ concept, call your local United Sales 
Office or write United Air 
Lines, Cargo Sales Division, 
Dept. M-106, 36 S. Wabash 
Avenue, Chicago 3, Illinois. 
Ask for United’s “Air Freight 
Profit Analyzer.” 


aad 
UNITED 
oS 


® 
THE EXTRA CARE LINE 
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forces the customer's impression of 
the company. 

Some trademarks are excellent; 
some are poor. How many trade- 
marks could you describe right now 
—by shape and color? Some spring 
instantly to mind—others you might 
not be sure of. This is the key: 
trademarks that are the most recog- 
nizable—and rememberable—are de- 
signed with the simplest basic ele- 
ments and color. They are designed 
to leave a mark on the mind, to be 
read on the run. In short, they are 
designed to take the customer on 
the run to the company’s products. 


EDWARD OLIVER 
H. EDWARD OLIVER ASSOCIATES, INC. 
WILTON, CONN. 


Accident reports 


Sir: The Morrell Co. safety article 
[How to cut your accident costs in 
half, May ‘61] was well presented 
and shows what improvements can 
be made by a good, solid, well- 
backed safety program. 

However, I would like to suggest 
that one important phase of a good 
program is not included and that is 
“accident investigation and_re- 
porting.” In this phase we are not 
scalp hunting or blame-placing. But 
investigation should be factual and 
objective. 

Why a complete report? 

1. For the records. 

2. To determine causes. 

3. To try and eliminate causes. 

Some people will say or think, 
“No investigation ever stopped the 
accident that is being investigated.” 
But a good investigation can help 
a whale of a lot to stop the next 
accident. 

HERBERT J. REARDON 
SECURITY MANAGER 
WARNER-LAMBERT 
PHARMACEUTICAL COMPANY 
MORRIS PLAINS, N.J. 


Paid partnership taxes 
Sir: Your article on corporate taxes 
[“Will this method lower your 
taxes?”] which appeared in your 
March 1961 issue was excellent. 
We have taken advantage of the 
method proposed and have saved 
a considerable amount of _ tax 
money. 
The small business corporation 
election as outlined in your article 
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How’s 
your 
Comfort 
Index” 
this 
month? 


Jack Lightfoot, LOCKHEED staff engineer working 
on the Polaris Missile for the Navy, explains why the 
COMFORT INDEX in Santa Clara County means better 
living to him. “It doesn’t matter whether it’s January or 
July around here — I can take off for the golf course any 
week end. And, frankly, I feel that I accomplish more on 
the job in this.all-year mild climate’ 

Both management and employees have a lot to gain from the mild 
Santa Clara County climate. Productivity goes up as your COMFORT 
INDEX approaches the ideal level. But you get more than exceptional 
livabilitv. This unique location at the Southern tip of San Francisco Bay 
places Santa Clara County right in the market and transportation centet 
of the West. 

First, compare the COMFORT INDEX of each potential industrial 
site. When vou add the other advantages, every fact points to SANTA 
CLARA COUNTY — for maximum livability and productivity. 





SEND TODAY for these two booklets and 


bring your plant site research file up to 
* COMFORT INDEX—One of many terms dete: "What Do You Mean — COMFORT 


used to describe the exact point at nna INDEX?” and “NEW INDUSTRY SPEAKS”. 
which the climate of a particular area a GREATER SAN JOSE 
approaches an ideal combination of CHAMBER OF COMMERCE 

ss Dept. 10, San Jose 13, California 
moderate temperature, low humidity. 










| te 
















GREATER SAN JOSE CHAMBER OF COMMERCE *e 
DEPT. 10, San Jose 13, California 
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should be considered by every 
small- and medium-sized corpora- 
tion. 


J. COLONNA 
PRESIDENT 

COLONNA BROTHERS 
NORTH BERGEN, N. J. 


Recruiting oversimplified 

Sm: Your article, “Why college re- 
cruiting fails,” [MM, April 61] was 
interesting and well written. How- 
ever, in achieving conciseness and 
impact, you oversimplified some of 
the answers; for example, a com- 
pany’s approach toward starting 
salaries, plant visits, and initial con- 
tact is more individualized than 
your answers suggest. Thirty inter- 
views per hire is a general rule of 
thumb, but rates vary considerably 
among engineers, business and lib- 
eral graduates. 

The college placement director 
deserves more than suitable re- 
cruiters and company literature. He 
requires advanced, specific details 
of a company’s manpower needs, 
and adequate communication be- 
fore and after the campus visit. 
Many recruiters drop the ball sim- 
ply because they fail on basic me- 
chanics with placement offices. 

On the whole, your article is 
straightforward and timely. | com- 
mend you for it. 


FRED S. SCHLAEPFER 
EMPLOYMENT SUPERVISOR 
AMPEX CORP. 

REDWOOD CITY, CALIF. 


More on executive health 


Sim: I have had brought to my at- 
tention by some business executives 
the article in your magazine by Dr. 
Steincrohn on “How to stop your 
job from killing you.” They were 
disturbed by the article and after 
reading it I can fully understand 
why. 

The trouble stems from discolor- 
ing some half truths and then not 
giving full facts. Let’s look at some. 
The caloric expenditure to use up 
an equivalent of one pound of fat 
might be 36 miles (26 is more accu- 
rate), yet who wants to lose a 
pound of fat in a short time? One 
does not put a pound on each day, 
and should not expect to take off a 
pound a day. Additionally, it is not 
the exercise per se that is the big 
reducer; it is the increased metabo- 
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This work by Miro and sentence by Socrates 
are reproduced as a tribute to men who have 
found new means of expressing great ideas. 
Courage, imagination and respect for great 
ideas play amajor role in solving everyday prob- 
lems of management. Our Conference Room 
series of quotations carries this message to 
members of our staff in their work on behalf 
of clients whom we serve as public relations 
counsel. Write for booklet #7, “How To Plan 
Your PR Program.” Our address is: 130 East 
59th Street, New York 22, New York. 


Ruder & Finn Incorporated, ."ublic Relations 
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‘‘Whatever authority I may have, rests 
solely on knowing how little I know.” 
Socrates 





Reproduction of Joan Miré “‘Pebble’’ 
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NOTICE 


TO STOCK MARKET 
INVESTORS 


With excitement mounting in the 
stock market—are you aware that 
it has now become possible for you 
to figure out for yourself in just 
one minute how good any stock is 





for YOU to buy, hold or sell—AT 
THIS TIME and FOR YOUR 
OWN PERSONAL GOALS? 


Yes, in just one minute—whether 
you are an expert statistician or 
don’t know the difference between 
a balance sheet and an income re- 
port! The possible benefits of this 
new method—originated by one of 
the country’s largest invest- 
ment research organizations—are 
so remarkable in terms of your po- 
tential profit and avoidance of un- 
necessary risk that we invite you 
to receive the special guide de- 
scribed below. 


FREE 


We will send you, without charge 
or obligation, a complete guide 
showing how you can yourself ap- 
ply this new method of security 
analysis without any outside help. 
(We are not investment dealers or 
brokers; no salesman will call.) 


For your FREE GUIDE, simply send your 
name and address (a posicard is sug- 
gested) to: Dept. MM-100L; Arnold 
Bernhard & Co., Inc., 5 East 44 Street, 
New York 17, N. Y. 


(Circle number 154 for more information) 








DOES YOUR FIRM 
ADVERTISE 


in any of these 


MAGAZINES ? 


Business Week 
Dun's Review 
Forbes 
Fortune 
Harvard Business Review 
Nation's Business 
News Front 


If your answer is “yes,” you 
should examine this important 
new study of the readership 
preferences of top managers in 
large firms. 

Available without cost or 
obligation to executives with a 
specific interest in advertising to 
management. Write on your 
letterhead to J. J. Hanson, 
Director of Sales, Management 
Magazines, Inc., 22 W. Putnam 
Avenue, Greenwich, Conn.—or 
circle 173 on the Reader Serv- 
ice Card. 













































































Quickly chart management action, facts or trends 
with ACME VISIBLE CONTROL PANELS 


Acme Control Panels adapt to your 
exact needs: Unlimited charting pos- 
sibilities. Transparent colored signals 
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due dates, reorder levels, 


quotas, goals. Signals slide smoothly 
. override or by-pass each other. 

















VISIBLE 





ACME VISIBLE RECORDS, Inc. 
1206 West Aliview Drive, Crozet, Va. 
Please send colorful booklet on new 
Acme Visible Visual Control Panels and 
their many uses. | am interested in __ 
type of record. 


NAME ___ POSITION____ 
COMPANY 
ADDRESS __ 
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lism over 24-, 48-, and 72-hour pe- 
riods that is most beneficial. 

[Dr. Steincrohn cited] the fact 
that Dr. Morris in England showed 
that bus conductors live longer and 
have less heart attacks than the mo- 
tormen who might have more ten- 
sions, but Steincrohn omitted 
parts of Morris’ report in which he 
also studied the difference between 
postal workers delivering the mail 
as against those who work in the 
sorting room and put letters in 
“pigeon holes.” This latter group 
has no “tensions” [but suffers from 
more heart ailments]. This and 
other omissions are obvious to 
those who know the literature. 

It is agreed that sporadic exer- 
cise is not good, but this does not 
mean exercise itself is bad, harmful, 
or unnecessary when performed on 
a graduated plan to induce im- 
proved fitness in individuals. In 
fact, exercise is needed to offset the 
pushbutton age and such degenera- 
tive diseases as arteriosclerosis. 

It sure is a good thing that our 
officers and those of our allies in the 
armed services in World War II 
who were over 40 did not subscribe 
to Steincrohn’s approach for we 
would all be in work camps now or 
six feet under. It’s a shame that 
Spahn signed another baseball con- 
tract, for he is over 40. Perhaps he 
cant read and hasn't heard how to 
exist with one foot in the grave and 
the other on a banana peel! 

We have proof that exercise re- 
lieves tensions, that in people who 
have high cholesterol yet are not 
obese, it lowers the cholesterol, 
normalizes the blood pressure, and 
moderates the pulse rate. 

It is far easier to sell executives 
the idea of taking it easy, don't ex- 
ercise, and all the other borderline 
falsehoods of Steincro'n. I believe 
you are doing a disservice to 
the subscribers of MANAGEMENT 
Metuops. Popularity of a book does 
not mean that its contents are ba- 
sically correct. Truth is not ascer- 
tained by the raising of hands in a 
classroom or by book sales. Age of 
the author is not a sign of wisdom, 
for if it were, the billy goat with its 
beard would always turn out the 
winner. . 


RICHARD H. POHNDORF 

COLLEGE OF PHYSICAL EDUCATION 
UNIVERSITY OF ILLINOIS 
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So much confusion! 
So many claims! 


Here at last are 


TH 
PLAIN 
FACTS 
ABOUT 
OFFICE 
COPIERS 


























A SHORT, SIMPLE GUIDE 
TO COPY MACHINES 


How to choose 
the one that’s best 
for you 


THESE ARE THE METHODS 


Of the many ways to make office copies, these five are most 
common: 


1. Photocopy (diffusion transfer). Basically a photographic process. 
Copies are made through direct contact with a light-sensitive negative 
paper. Image is then transferred to positive sensitized sheet. Often a 
2-step process. 


2. Photocopy (dye transfer). Similar to diffusion transfer in that it uses 
photographic principles. Image, however, is transferred from a matrix 
to non-sensitized paper. 


3. Thermography. Literally a ‘‘burning’’ process. The dark areas on a 
page, like typewritten words, absorb more heat than the blank areas. 
Thus, the words on the original, exposed to infra-red light, will burn an 
image onto the heat-sensitive copy paper. 


4. Electrostatic. A process in which a dark powder forms the image. The 
image is at first invisible, consisting only of a positive electrical charge. 
The negative-charge powder adheres to the positive areas and makes 
the image visible. 


5. Diazo. A dyeing process. Light passes through the original to a sensi- 
tized copy paper and deactivates areas not blocked by writing on the 
original. When this paper is exposed to a chemical (the diazo), the latent 
image is dyed into a permanent print. 


HERE’S HOW TO CHOOSE 


As you would expect, each of these methods has its advan- 
tages; each has its drawbacks. Which is best for you depends 
upon: 

e how many copies you'll be making 

e how good you want them to look 


e how much you’re willing to pay 


For example: if you plan to make only a few copies a day, you 
might select a copier from groups 1, 2 or 3—whichever one strikes 
you as best for the money. Prices here can be quite low (as little 
as $99.50 for a photocopier, for example). But with the lower- 
priced machines you pay a high price per copy, 4¢ to 10¢—even 
more if you count waste. And copy quality may not beall you’d wish. 


If your business requires numerous copies, then you’re wise to pay a 
little more for the machine—and a lot less for the copies. Take a diazo 
copier. While it may run $300 or more, it will produce excellent copies 
in seconds—at a cost of 1¢ apiece for letter-size materials. 


HOW THEY COMPARE’ 





Source: Office Equipment Magazines I 
PROCESS . 
0 
c 
PHOTOCOPY I 
(Diffusion 


transfer) 


Nn 

SPEED 4 : ‘ 

1 copy in 15 seconds F 
to a minute j 


COST PER COPY 
4¢ to 9¢ 
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PHOTOCOPY 


~~ e oF OA 


(Dye transfer) 





SPEED _ 


1 copy in 50 seconds. 
5 in 1 minute 






COST PER COPY 
9¢ to 10¢ for the first 
1¢ for extra copies 


! 











THERMOGRAPHY 
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2 
SPEED — bbs 
1 copy in 4 
seconds 


COST PER COPY : 
4Va¢ to 5¢ 
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ELECTROSTATIC 





SPEED 
1 copy in 10 seconds 


COST PER COPY 
1¢ for suppliest 

















DIAZO 





SPEED 
200 to 800 
copies an hour 


COST PER COPY 
About 1¢ 











*Speed and copy costs are estimates for letter-size copies using 
materials of average quality and runs of average length. 


TNot including other charges such as leasing, etc. 















the argument for 
buying a better machine 


Part of it you see from the chart. A diazo machine turning out 
copies at a rate of 200 to 800 an hour, produces them for a cost 
of 1¢ apiece. Compare this to the 4¢ to 10¢ cost with a “cheap” 
copier and you see how quickly the quality machine pays off. 
It’s the old story: you get what you pay for. 


But there’s more to the story than money saved. Where any 
machine will provide copies, a diazo machine provides systems 
that speed and simplify all business paperwork: order-billing, 
production control, purchasing-receiving, accounting, market- 
ing, personnel, general administration, engineering. 


The diazo copier you see here will provide as many copies as 
you wish, whenever you wish, all clear and exact duplicates of 
translucent originals. (Most office stationary is translucent 
enough for this purpose. And when 2-sided material is to be 
copied, the necessary translucent copy can be secured directly 
on diazo equipment using reflex film.) Diazo copiers can also 


what about diazo? 


These pages have made some strong claims for the diazo process. 
What of these claims? 


Says Charles Bruning Company, largest manufacturer of diazo 
copiers: 


FIRST, the comparisons you see here are not Bruning’s. They 
were compiled by impartial authorities. No authority—indeed, 
no competitor—contests the fact that diazo is the most econom- 






make reproducible copies—‘“‘duplicate originals’’—from which 
subsequent copies are made. This facility is the key to many 
time-and-cost-reducing systems applications. 

Diazo ‘‘duplicate originals’”’ are the simplest, most economi- 
cal, most flexible ‘‘masters’”’ for systems applications. You can 
write or type on them; add to, block out, create composites; 
make hand-ruled and multiple-part forms; even reproduce in 
colors. 

In addition, diazo copiers add flexibility to electronic data 
processing by providing additional copies of documents pro- 
duced on high-speed printers, teletypewriters and automated 
typewriters. 

Diazo also supplements photocopiers and electrostatic ma- 
chines for fast reproduction of extra copies. And diazo also 
makes masters for high-speed, offset printing. 

Yes, there is a difference with diazo. 


ical and versatile copy process known. 


SECOND, diazo is, overwhelmingly, “the professionals’ choice”’; 
architects, draftsmen, engineers. They must have quality; they 
must have speed; they must count costs. And they choose 
Bruning diazo copiers over all other makes combined. 


THIRD, Bruning stands ready to demonstrate that every one of 
these claims is true. In your own office, on your own operations... 








s * 
You want speed. A Bruning machine 
makes letter-size copies in a few sec- 
onds—200 to 800 an hour. 


You want quality. Bruning copies 
are always sharp and clean—you’re 
proud to have customers see them. 


9 You want flexibility. A Bruning 
copier is unequaled for system appli- 
cations and for general copying needs 
where the original can be controlled. 


Unlike other copiers, a Bruning will 


make reproducible copies from re- 
producible copies. 

You want savings. The Bruning 
diazo method turns out letter size 
copies for 1¢ each for materials. All 
other processes run four to ten times 


as much. 
You want selection. And here it is 
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the one best copier for every business office system 





Model 300 Model 105 Model 110 
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Prints to 18%” wide Prints to 30” wide 


Prints to 11” wide 


Revolute Starlet 


Prints to 11” wide 
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Model 61 Model 675 
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Prints to 54” wide Prints to 20” wide Prints to 42” wide 
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FREE DEMONSTRATION 


Charles Bruning Company, Inc. ; - 
1800 Central Road, Mt. Prospect, Ill. Se See 
In Canada: 103 Church St., Toronto 1. 
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Yours for the asking 


FOR FREE COPIES, USE READER SERVICE CARD OR WRITE DIRECT 


Vv 
New location aid 

Transportation, power, and raw 
material availability are discussed 
in this report covering the 14 states 
serviced by the Rock Island Lines. 

The report consists of six illus- 
trated booklets and brochures de- 
voted to various sections of this 
midwest area. Chicago, Denver, 
Oklahoma City, and Dallas-Fort 
Worth are discussed in detail. 

For your free copy of this new 
location report, circle number 251 
on the Reader Service Card. 


Vv 
Purchasing-receiving 

A new folder, compiled by Ozalid 
Division of General Aniline & Film 
Corp., discusses methods of pre- 
venting copying errors, speeding 
purchase orders, control over past 
due shipments, and reducing filing 
time and space. 

For your free copy of “Purchas- 
ing-Receiving,” circle number 233 
on the Reader Service Card. 


Vv 
Group insurance recognition 

Occidental Life Insurance Co. of 
California offers a well-documented 
brochure designed to help you 
create greater employee apprecia- 
tion of your role in providing group 
insurance benefits. Many examples 
of employee information literature 
are provided. 

For your free copy of “Manage- 
ment Recognition,” circle number 
250 on the Reader Service Card. 


v 
Business financing 


“Financing business action under 
today’s conditions” is the title of a 
new booklet offered by Walter E. 


JUNE 1961 


Heller & Co. The booklet discusses 
many of the ways to meet financial 
problems of growing businesses, 
such as: accounts receivable financ- 
ing, factoring, inventory loans, 
equipment loans, industrial sale and 
lease financing. The booklet deals 
with financing of mergers, buyouts, 
acquisitions, and re-discounting. 


For your free copy of this 10- 
page booklet, circle number 237 on 
the Reader Service Card. 


- 
Salesman’s car expenses 

A salesman’s car control program 
is fully outlined in this 10-page bro- 
chure. It tells how this service pro- 
gram might help you solve car 
expense reimbursement problems 
simply, effectively, and economi- 
cally. It is published by Peterson, 


Howell & Heather, an auto fleet 
leasing firm. 

For your free copy of “How to 
control salesmen’s car travel ex- 
pense,” circle number 239 on the 
Reader Service Card. 


Vv 
Ways to build sales 


“14 tested ways to build sales and 
cut sales cost” is the title of a free 
booklet offered by Perrygraf Corp., 
Maywood, Ill. The booklet de- 
scribes the use of a selling aid 
called slide charts. A slide chart is 
a simple device designed to put es- 
sential facts about your products at 
your customers’ fingertips with just 
a turn of a disc or a pull of a slide. 

For your free copy of this 32- 
page booklet, circle number 238 on 
the Reader Service Card. 





WORTH PAYING FOR... 


Procurement . .. How procurement can be effectively integrated with 
production, sales, research, and other business activities. By Henry G. 
Hodges, 405 pages, $7.50. Order from Harper & Brothers, 49 E. 33rd 
St., New York 16. 


Government publications and their use . . . Furnishes guides to 
fruitful use of government publications. Authored by Laurence F. 
Schmeckibier and Roy B. Eastin, 476 pages, $6. Order from The Brook- 
ings Institution, 1775 Massachusetts Ave., N.W., Washington 6, D.C. 


Men, money and motivation . . . Exploration of the many complex 
aspects of compensation on the executive level. It focuses special atten- 
tion on factors contributing to success or failure of financial motivation. 
Authored by Arch Patton, 233 pages, $7.50. Order from McGraw-Hill, 
327 W. 41st St., New York 36. 


An introduction to electronic data processing for business .. . 
Shows how computers handle business data and reports. Data process- 
ing problems from conception to their final coding are illustrated. By 
Leonard W. Hein, 320 pages, $7.50. Order from D. Van Nostrand Co., 
Inc., 120 Alexander St., Princeton, N.J. 
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These appointment pads tell their own story 


Was it a busy, efficient day; or a lazy, time-consuming wait 
until five? Music by Muzak®can help make the difference. 

Don’t mistake Muzak with ordinary background music. 
Scientific studies show how Music by Muzak diminishes 
employee boredom and office tedium; cuts clerical errors, 
and enhances over-all office morale. Muzak Corporation, 
unlike its imitators, has the vast resources and accumulated 
skill to provide music scientifically programmed to the require- 
ments of office and industrial subscribers. It is psychologi- 


“A tribute to Muzak from our cost cutting 
experts,” reports Mr. Treadwell Ruml, Vice 
President of Encyclopaedia Britannica.“ They 
heartily endorsed and approved the Music by 
Muzak that has been part of our office for 
eight years. It more than pays for itself.” 


Muzak Corporation - 229 Park Avenue South > New York 3, N.Y. 





cally designed to fill in the valleys of office routine, help pre- 
vent daydreaming, ease raw nerves and reduce the inevitable 
tension of every-day work tasks. 

The results are impressive. Your staff becomes more ener- 
getic, more efficient, less prone to error and time-wasting. 
What Music by Muzak is and how it can profitably work for 
your company are detailed in the booklet “‘Music and 
Muzak.” Write for your copy today. 





an International Company in the Jack Wrather Organization 


(Circle number 126 for more information) 
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Now, for the first time... 
No additional batteries...or chargers 
Or power accessories... 
or carrying case...or bulky tapes, 
one-time belts, discs... 
1 CoM -> dot -t-y- Mol -Telet-lel-Meol mle Mi dlile| 

i coMh coc] lolale Mol mm ielael-) 4. \, 


Stenocord of America, Inc. 

37-20 48th Ave., Long Island City 1 NY. 
(1 Send free literature 

(] Arrange for free trial 

name 


address. 


(Circle number 143 for more information) 
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Don't Get Caught 
In The Middle! ) 


Your office operations can be seriously restricted by inflexible 
reproduction facilities. Small copiers can do only limited jobs. 
Some large office copiers can’t serve all your needs. 

The new PHOTOSTAT 10-14 Photocopier frees you from re- 


stricions—performs a// copying jobs! Delivers quality copies 





and volume production, reduces and enlarges, produces posi- 

tive photocopies from paper records and paper enlargements 

from 16mm or 35mm microfilm. And all at the touch of one 

button! 
No other machine can match the multiple copying jobs 

turned out by this new photocopier. For more information on , 

how the new 10-14 can serve your operation, write or phone 


PHOTOSTAT Corporation. 





PHOTOSTAT the most respected name in graphic reproduction 


EQUIPMENT AND SUPPLIES — MICROFILM +« OFFSET «+ PHOTOCOPY «+ COPIER 


J R PHOTOSTAT CORPORATION 


2F-6-MM ROCHESTER 3,N.Y., A SUBSIDIARY OF Itek CORPORATION 
(Circle number 131 for more information) 
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Tax quiz 


by Benjamin Newman, Tax Attorney 


Corporation loans 


Are loans a business expense? 


The question——Your business makes cash advances to 
another corporation wholly owned by you. Can the 
loans be deducted from your income tax as an ordi- 
nary expense of your principal business? 

A businessman was an established distrib- 
utor of dispe nsing equipment for petroleum products. 
He decided to branch out into the sale of oil, batteries 
and tires. But he decided to form a new company to 
sell these products, instead of adding them to the line 
of products sold by his principal business. 

The new corporation was wholly owned by the 
businessman. He operated the new corporation from 
the offices of the principal business. Separate books 
were maintained for each, however. 





Interest-free advances were made by the business to 
the new corporation. This money was used to buy in- 
ventory and to meet the new corporation’s operating 
expenses. These advances were made without collat- 
eral and without any evidence of indebtedness. 

On the theory that the two operations were really 
one, and that a poor credit rating on the part of the 
new corporation would seriously hurt the business, the 
taxpayer deducted the advances from his income tax 
as an ordinary and necessary expense of the proprie- 
torship of the business. Even if the advances were not 
ordinary and necessary business expenses, he argued, 
they were deductible as bad business debts. 

The Commissioner of Internal Revenue contended 
that the advances were not deductible at all, on the 
ground that they were contributions to capital. 


The ruling——lhe line between deductible loans and 
non-deductible oe to capital cannot be 
clearly drawn. A slight difference in facts between 
similar transactions will often result in one being 
called a loan and the other a corporate contribution. 
Based on the facts in this case, the Tax Court found 
that the advances were made primarily for the pur- 
pose of initiating and continuing the corporation, 
which was under-capitalized. Consequently, the ad- 
vances were intended to be capital contributions and, 
being capital contributions, they could be neither 
business expenses nor bad debts. 


Walter I. Dodd and Amelia Lee Dodd v. Commis- 
sioner, Dkt. 80733, January 
1961-8. 


23, 1961, T.C. Memo 



































Introducing the first folding table to combine slim 
leg styling with dependable structural rigidity —the 
new HOWE “500”. 


Office space can be costly. Multi-purpose rooms 
help keep costs down. Such rooms can now be fur- 
nished with a folding table that combines contem- 
porary, slim leg styling with “solid as a rock” 
rigidity—the new HOWE “500”. Consider these 
design features: 


1. Unique construction eliminates visible leg braces. 





2. A 3” deep, flat black, baked enamel “apron” runs 
U the table’s full length and across the ends. 


|: Peete - 


eRe a aks ete 


lould you believe it? This table folds! || 
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3. Handsome Formica top and edge create an air of | a 
quiet elegance. a te 
4, Legs are finished in a choice of satin chrome or 
flat black, baked enamel. 
Good looking, the new HOWE “S00” is also denies 
turally sound. Legs are 14%” square, welded steel 
tubing. Each leg has its own lock; all locks operate 
from a single lever at the table’s center. ion °) 
secure legs in the folded position. 








HOWE FOLDING FURNITURE, INC. 
1 Park Ave., New York 16, N.Y. 

FREE! Write for catalog, describing the new 
500” and other HOWE CustomLine Folding Tables. 








Pete 
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Elliott Industries, Inc. Dept. MM-61 
143 Albany St., Cambridge, Mass. 

Please send me information about the cost- 
saving Elliott Addressing System suited to 
my size mailing list, which is cs 
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Type of Business 
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The Unique Typewriteable Stencil, 
heart of every Elliott System, 
Saves space, costs little, gives 
thousands of clean impressions. 


OPENING 
TIME and your 
Sales message 
canbe there ~ 
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Find out how a modern Elliott Addressing System can help 
you use the mails to make selective sales calls on thousands 


of prospects simultaneously — inexpensively — any day - 


anywhere you choose. Curious profit seekers will be ré 


warded for sending in the coupon. 


LLIOT 


MANUFACTURERS OF ELLIOTT ADDRESSING 
MACHINES AND DATA IMPRINTING SYSTEMS 
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JAMES D’AREZZO, CON- 
TROLLER of Campanella 
& Cardi Construction Co. 


“Our Shational COMPU-TRONIC 












ATTRACTIVE OFFICES of Cam- 
panella & Cardi Construction Co. 


THIS NATIONAL SYSTEM maintains rec- 
ords at the highest level of efficiency. 


returns 6 2% on our investment!”’ 


—Campanella & Cardi Construction Co., Warwick, R.I. 


“Since equipment plays a major role 
in the operation of our business we are 
well aware of its effect on the success 
of a completed job. It is only natural 
that this feeling should extend itself to 
our accounting procedures. 

“With men and equipment involved 
in various projects along the Eastern 
Seaboard it becomes increasingly im- 
portant for us to maintain accounting 
records at the highest level of efficiency. 
To solve the problem of an increasing 
work load and to give us a more flexible 
and efficient system we chose the 
National COMPU-TRONIC. 

“We are now handling all Payroll 
Computations, Wage Accrual by Proj- 
ects, and Payroll Writing on the 
COMPU-TRONIC. In addition, we are 
able to use the machine for Government 


* Reporting, Check Writing and Age 


Analysis. Other accounting work such 
as Billing, Accounts Receivable and 
General Ledger is handled on our 
National Class 31. 

“Even though we had our Payroll 
Writing mechanized previously, the in- 
creased flexibility and additional ad- 
vantages of the COMPU-TRONIC 
enable us to realize a return of 62% 
annually on our investment. Needless 
to say we are very pleased with the 


results.” 


Controller 
Campanella & Cardi Construction Co. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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Your business, too, can benefit from the 
many time- and money-saving features 
of a National System. Nationals pay 
for themselves quickly through savings, 
then continue to return a regular yearly 
profit. National’s world-wide service or- 
ganization will help protect this profit. 
Ask us about the National Mainte- 


nance Plan. (See the yellow Figs 
pages of your phone book.) 
* TRADE MARK REG. U. 8. PAT. OFF. 


Yvational* 
ACCOUNTING MACHINES — 

ADDING MACHINES + CASH REGISTERS 
ELECTRONIC DATA PROCESSING 


wor paper (No Carson Reauinep) 














Here are the new trends in , 


vacation plans 


Four years ago, MANAGEMENT METHObps reported: “Vacations are 


becoming longer and vacation policies are being liberalized in other 


ways... 


’ A new survey shows the trend is still up—but not as 


significantly as in 1957. Here's what is happening to vacation plans now. 


Ms There's no doubt 
about it: vacation policies are be- 
coming more and more liberal. 

That's the significant finding of a 
new MANAGEMENT METHODS survey. 

Moreover, most firms answering 
the poll expect the trend to con- 
tinue. Nearly two-thirds say they 
look for a general move toward 
even longer vacations during the 
next five years. 

Company size, the survey shows, 
plays little or no part in vacation 
planning. From the minuscule to 
the mighty, the majority of firms 
questioned has stretched vacation 
allotments during the past five 
years. 

The liberalization of vacation 
plans has not dealt just with more 
time off, either. Many more firms 
now allow split vacations, winter 
vacations and pay for unused va- 
cations. 


1957 and now 


It’s obvious that vacations are 
following the path toward increas- 
ingly liberal fringe benefits. From 
all the signs, employees from man- 
agement to mailroom can expect 
even freer vacation policies in the 
next few years. 

Four years ago, MANAGEMENT 
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Metnops conducted a similar poll 
on vacation plans. That survey 
showed a definite trend toward 
liberalized vacation policies. Fur- 
ther, 85.5% of the executives polled 
in 1957 thought there would be a 
general trend toward longer vaca- 
tions over the next five years. 

This new poll was taken to dis- 
cover whether the trend did con- 
tinue (it did), and to find out 
whether other facets of vacation 
plans had been loosened (they 
have). 

Here are the facts the 1961 sur- 
vey uncovered. 

Longer vacations 

This fact is clear: vacations are 
getting longer. 

Well over half (59%) of the firms 
polled in 1957 had lengthened their 
vacations since 1952. And, as men- 
tioned above, 85.5% of the 1957 
respondents looked for the trend to 
continue. 

This new survey shows that the 
1957 expectations were met. Vaca- 
tions did stretch. Of the firms ques- 
tioned recently, 53% had lengthened 
their vacations since 1957. 

While the percentage of firms 
that have increased vacation time 
has dropped slightly since 1957 


(59% to 53%), there’s no indication 
that the saturation point has becn 
reached. Most of the 1961 respond- 
ents (61%) still expect vacation 
time to increase over the next five 
years. 

However, while 61% expect vaca- 
tions to lengthen further, only 16.57 
said they will definitely or probably 
lengthen their own vacations in the 
coming five years. 

Other facets tightened 

MM’s new survey shows. that 
other facets of vacation plans have 
tightened slightly since 1957. 

Two-thirds of the firms ques- 
tioned (66.9%) allow (or encourage) 
winter vacations. In 1957, the per- 
centage of firms permitting winter 
vacations was about the same— 
68%. 

More than three-fourths (78%) 
permit split vacations, just as in 
1957. If there has been no increase, 
there has certainly been no cutback 
on these liberalizations. 

There has been a drop, however, 
in the number of firms that now 
permit other kinds of vacation 
practices. For example, 59% of the 
1957 respondents granted pay for 
unused vacations if employment 
was terminated. In the 1961 survey, 
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MM SURVEY REPORT 


How vacation policies have changed between 1957 and 1961 


1957 1961 1957 1961 
1. Has your company increased the length of vacations for 6. What is the maximum vacation time you allow for these 
some or all employees during the last five years? employee groups? 
aa 59 %o 2 nad { two weeks or less 46% 36%, 
no 41% AT %, UnY ) three weeks or more 54%, 64%, 
; — { two weeks or less 42% 41% 
2. Do you believe there has been a trend toward longer cleric ) three weeks or more 58% 59%, 
vacations during the last five years? 
95.5% ee enti | two weeks or less 34%, 34%, 
or aid ae Coe P Y | three weeks or more 66% 65% 
no 4.5% 27 =, 
management { two weeks or less 24% 25%, 


3. Do you believe there will be a trend toward longer va- (| three weeks or more 76% 73 %/o 


, , we? 
cations during the next five years: 7. Which of these vacation practices apply to your com- 


yes 85.5% 61% pany? 
ims lit vacations allowed 80 %. 78° 
° 14.59 ie bee : “4 > /o 
" /o winter vacations allowed 68% 66.9%, 
pay for unused vacation 

4. What are the chances your firm will lengthen vacations if employment terminates S9 Vo 47.3% 

deste tn eens Gun comet some or all vacations must 
— anaes be taken at annual shutdown 30% 29.3%, 
definitely or probably WY 16.5% double pay if vacation not used 27%o 12.4%, 

employees must take vacations 23% 22% 

unlikely or possibly 76% 83.5' accumulation of vacations allowed 11% 6% 
excess sick leave, etc., 
’ deducted from vacation 8% 5% 
5. Which factors do you use to determine the length of your fe 10.5% 
employees’ vacations? 8. If you have liberalized vacation policies, why have you 
: . 2 
length of service 98.5% 93.6% done so? 

. 29%, 353% union pressure made it necessary 63.5% 24%, 
union contract fo 35.3% employees work better after a rest 22% 7.5% 
position 23% 16.1% everyone else seemed to be doing it * 15% 

; heightened pace of business made 
management's discretion 4.5% 8.2% it necessary 24% 4.8% 

silat tiie * ery it's a hiring incentive ° 4.1% 
P ea be had to do it to hold present 
superior’s recommendation . 7 %e employees ss 3.7% 


* Category not covered in 1957 survey. 





JUNE 1961 29 











30 





He’s looking at tomorrow’s spirit fluid 
D 





N ORE and more, spirit duplicating is called upon to provide the answers 
to office automation through business systems applications. New du- 

plicators, new masters created to meet these new demands depend heavily 

upon spirit fluids — literally the life blood of hectograph duplicating. 


Columbia — long a leader in research and development of carbon papers, 
ribbons, duplicating plates and supplies — maintains-a continuous scien- 
tific probing to assure you the finest products available. Based upon this 
record of achievement, Columbia research and development will continue 
to lead the field in the formulation of business writing supplies of the fu- 
ture. For information on how Columbia products may help you, contact the 
Columbia representative nearest you or write: Hectograph Division, Colum- 
bia Ribbon & Carbon Mfg. Co., Inc., 112 Herb Hill Road, Glen Cove, N.Y., 
or Columbia Ribbon & Carbon Pacific, Inc., Duarte, Calif. 


RIBBONS « CARBONS e DUPLICATING SUPPLIES 


RIBBONS: CLASSIC - COMMANDER + MARATHON + PINNACLE - RAINBOW + 6ILK GAUZE 

CARBON RIBBONS: COLUMBIA M450 COLUMBIA PF-76 + CARBON PAPER: PINNACLE 

CLASSIC - COMMANDER + LECTRICOPY - MARATHON » ACCOUNTANT SPECIAL + PLASTISOL F-100 

RAINBOW - SILK GAUZE - DUPLICATING SUPPLIES: COLITHO OFFSET - READY-MASTER SPIRIT 
(Circle number 107 for more information) 








only 47.3% followed the same policy. 
In 1957, 27% paid double wages for 
vacation time if the employee did 
not take his vacation. By 1961, the 
percentage who pay double for un- 
used vacations had dropped to 
12.4%. 

Few of the 1957 respondents 
(8%) deducted excess sick leave 
from vacations. Slightly more 
(10.5%) now subtract excess time 
out from the employee's vacation. 

Does this slight tightening of 
extra allowances reflect a Scrooge- 
like tendency on the part of many 
companies? Perhaps, but perhaps 
not. As one controller wrote on his 
questionnaire, “Our employees do 
not seem to want longer vacations 
or other kinds of allowances. We 
find that they would prefer to see 
profit sharing and other direct cash 
benefits increase.” There’s _ little 
question that employee fringe ben- 
efits have risen measurably over the 
past five years. 


Causes of liberalization 

Nevertheless, most firms have 
stretched their vacations and more 
than a few have liberalized theit 
plans in other ways. Several forces 
stand out as dominant causes for 
the loosening up. 

As in 1957, union influence is still 
a strong factor in liberalizing va- 
cations. But it seems to be decreas- 
ing. In the new survey, only 24% 
checked union influence as a pri- 
mary reason for the trend, whereas 
63.5% of the firms cited this reason 
in 1957. 

But among firms that have liber- 
alized their vacation plans, perhaps 
the biggest reason for doing so is to 
keep pace with other employee 
benefits. A vice president of a 
Florida firm wrote, “We liberalized 
our vacations as part of our regular 
policy of extending employee bene- 
fits wherever economically possi- 
ble.” 

As an indication that vacations 
have gone up with other fringe ben- 
efits to improve worker morale, 
67% of the firms that recently liber- 
alized vacations said all employees 
benefited. That figure is up over 
1957, when just 59% of the firms 
said all employees benefited from 
loosened vacation plans. 

Unquestionably, several pressures 
have forced management into 
liberalizing vacations. When a 
union wins more vacation time for 
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ONE TRAY... 
ALL THE WAY! ,... 


OF CARD HANDLING. Now, for the first time, a horizontal tray system for use 
throughout the data processing department for card reference, handling, proc- 
Full Suspension ESSing at machines and inactive storage in the all-new Gold Star file system. 
No transfer of cards by the handful when moved from current to inactive files 
in the Gold Star system. Processing trays are interchangeable allowing cards to 
stay in ONE TRAY... all the way. 
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DIVISION OF BARRY WRIGHT CORPORATION, WORCESTER, MASSACHUSETTS 


Products Sold Exclusively by Our Sales Organization Throughout the United States and Canada. 
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A New Way 
to Spur Gains in 
Productivity 


Plenty of room for your head 
but very little overhead 





The 
RUCKER PLAN 





for 
| 
| | a) Hourly Employees 
A CHECKER accommodates all of you, even your 
head and your legs. And you'll find maintenance 
and repair costs equally accommodating. They're and/or 


remarkably low, just as CHECKER mileage is 
remarkably high. Some CHECKERS put as much 
as 150,000, even 200,000 miles behind them. 
That's a lot of mileage whether you buy a 
CHECKER for fleet or personal use. 

There's no hump down the middle of a CHECKER 
in either the 4-door sedan or the station wagon. 
You can get in and out without a struggle and 
you ride in CHECKER comfort all the way. The 
simple, timeless design of a Checker is as fresh 
and welcome years later as it was on the great 
day of delivery. Shouldn't you learn more about 
this unusual automobile that's built with such un- 
common pride and craftsmanship in Kalamazoo? 
Write DEPT, 47 


| b) Executives and 
mid-Management 





Literature upon 
Executive Request 
— 

THE EDDY-RUCKER-NICKELS COMPANY 
Management Consultants 
6 Brattle Street 
CAMBRIDGE 38, MASS. 


CHECKER | 
| 
| 


MOTORS CORP. 


Kalamazoo, Michigan 
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Save Filing Witine 


Unretouched sequence photos prove specific savings in motion and time with Spacefinder Files. 


DRAWER FILING — How many separate actions can you count? 





We can PROVE that the Spacefinder Filing System will save you as much as 
50% in clerical time, floor space, and cost! Write for information today 


ee ee ee ee ee ee ee oe oe oe’ 
TAB PRODUCTS CO. 995 MARKET STREET 


7T' Zz ES SAN FRANCISCO 3, CALIF. 
O 


Ce YES, send me FREE information on 4 
ee ae : the time, space and money-saving 




















SPACEFINDER FILING SYSTEM. 1 

NAME TITLE 
COMPANY t 
ADDRESS i 
i city ZONE STATE a 
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its members, the benefits often ac- 
crue to other people in the com- 
pany. And companies are trying to 
keep vacations equitable with in- 
creased fringe benefits being of- 
fered employees today. A_ third 
pressure the survey turned up is the 
necessity to compete with other 
firms in attracting and holding per- 
sonnel. 

Some firms said the heightened 
pace of business made it necessary 
to liberalize vacations. Others said 
that employees work better after 
a longer rest. A good number of 
firms (22%) actually force employees 
to take a vacation. This is added 
evidence of the fact that many 
firms consider vacations a necessity, 
not a fringe benefit. 


How much time off? 


Some firms are, of course, stand- 
ing pat on a maximum vacation of 
two weeks. But these firms are 
definitely in the minority. While 
41.5% set a two-week maximum for 
clerical workers, only 38.8% 
such a limit for hourly personnel. 
Just one-third of the responding 
firms had set a two-week vacation 
limit for supervisors, and less than 
one-fourth limited management to 
two weeks or less. 

The one-week vacation maximum 
is on the way out. Whereas 5% of 
the 1957 respondents put one-week 
limits on hourly workers’ vacations, 
the figure has now dropped to 1%. 
Only two firms limited clerical, 
supervisory and management per- 
sonnel to one-week vacations, and 
both of these companies said a 
change was forthcoming. 

Time was—even as recently as 
six or seven years ago—when the 
three-, four-, or five-week vacation 
was reserved for management. 
Sometimes these longer vacations 
were handed out to super-long- 
term employees. But now relatively 
short-term employees in all cate- 
gories (clerical, hourly and super- 
visory) are eligible for three- and 
four-week “plums.” 

In 1957, 46% of the responding 
firms set a two-week maximum va- 
cation for hourly workers. Now 
only 36% of the firms questioned 
limit hourly workers to two weeks. 
Most (64%) allow hourly employees 
a maximum of three or four weeks. 

For clerical workers, 59% of the 
responding firms go up to three, 
four or more weeks. At the super- 
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AWebtBorweysit-vey(-3 Offset department 


can be YOURS 


iceyamts\-maetceheea GOllar an hour! 


For less than a dollar per working hour, you can pur- 
chase a complete ATF offset department, including: 
press, camera, darkroom sink, negative layout table, 
platemaker, and utility table. If you have some 
seldom-used equipment to trade in, chances are you 
will need little or no down payment. 


Or you can lease the complete “package”—or any 
part of it—without trading in any equipment or 
making a down payment. 

Either way, you get brand new equipment—and 
only what you need—on the easiest terms. You can 
pay as you go and make a profit as well. 

Heart of this plan is the ATF Chief 15, the small 
press with the big press features...the press which 
has been chosen by over 1500 professional printers. 
You can see this press and the related “package” 
equipment in operation at your nearest ATF Branch 
Office; or your ATF Representative will supply full 
details, including a folder, ““How to Set Up for Off- 
set,” which outlines various plans and choices of 
equipment. If you prefer, use the coupon below. 


Gut 


ATF Type Faces used in this advertisement: heads, Craw Clarendon; 
text, Bodoni Book; coupon, News Gothic Condensed. 


American Type Founders, Dept, D 
200 Elmora Avenue, Elizabeth, N. J. 


I’m interested in your “Offset Package Plans” on a [) purchase 
CJ lease basis. 


Name Title 





Company 





Street and Number 





eT OR 


City ees 


(If you have trade-in equipment, list descriptions, models, serial numbers) 
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Is your 
figurework 
done 


If you removed the blindfold, you’d see 
a window that looks like this. It’s a 
“Check Window” that shows a full 
registration of figures entered — while 
there is still time for their correction. 
Of all the ten-key adding machines 
made in America today, only the 
Friden has it. All others are “blind”. 
The operator can’t tell what figures 
she has entered until they are added 
or printed. Then it’s too late. 


These are other advantages: the exclu- 
sive ‘‘Natural Way”’ keyboard, de- 
signed to fit the user’s hand perfectly. 








| blindfold? 








An extra-wide platen for roll paper 
and wide forms. Automatic red-print- 
ing of negative values. Automatic 
credit balances. All live control keys. 
And special features for rapid, effi- 
cient multiplying. 


Looking for accuracy, speed, versatil- 
ity (and ruggedness) all in one ma- 


chine? Call your local Friden man for : 


a demonstration. Or write: Friden, 
Inc., San Leandro, California. 


THIS IS PRACTIMATION: automa- 


tion so hand-in-hand with practicality | 


there can be no other word for it. 


riden 


Sales, Service and Instruction Throughout the U.S. and World 
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visory level, the figure is 65.7% of 
the surveyed firms and 75.6% for 
management people. These figures 
coincide almost exactly with the 
1957 findings, indicating that the 
practice of longer vacations for 
higher level people has held steady. 


What determines length? 

Length of service still remains 
the predominant factor in deter- 
mining the amount of time-off an 
employee receives (93.6% of the 
responding firms). This figure, how- 
ever, has dropped slightly from 
1957, when 98.5% of the firms polled 
cited length of service as the domi- 
nant factor. 

The use of union contracts to de- 
termine vacation lengths has grown 
since 1957. In that year, 297 of the 
firms responding specified union 
contracts, while this year, 35.3% 
listed this influence. 

Although the employee's position 
is the third most important deter- 
minant in fixing vacation lengths 
(16.1% as opposed to 23% in 1957), 
the survey shows that salary level, 
performance and attendance are 
seldom considered. 

This survey reveals that manage- 
ment discretion is playing a slightly 
larger role in determining the 
amount of vacation time. In 1957, 
only 4.5% of the firms said that an 
employee's time-off was determined 
by management's discretion. This 
year, the percentage rose to 8.2%. 

In short, then, the major trends 
in vacation plans seem to be these: 
# Vacations are getting longer, with 
no indication as yet of leveling off. 
# There’s been a slight cutback in 
the number of firms that grant other 
vacation benefits, such as double 
pay for unused vacations, pay for 
unused vacation when employment 
is terminated, and accumulated va- 
cations. However, about the same 
number of firms allow split vaca- 
tions and winter vacations. And 
some firms (12%) now grant extra 
vacation time as a leave of absence. 
# There's a definite trend away 
from the one- and two-week maxi- 
mum vacation. A clear majority of 
firms now allows three- and four- 
week maximums for all employees, 
and a strong percentage allows 
even more than four weeks. 
= Length of service and union con- 
tracts remain the dominant forces 
in determining the length of time 
employees get for vacations. = 
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Field report on David Jae of the Jae and Meyer Company, Inc. 
Sales representative for Electromode, Division Commercial 


Controls Corp., a Friden subsidiary. 


2-DAY TRAINING PROGRAM REDUCED 
TO ONLY 6 HOURS 


How Beseler VuGraph Helped 
Sales Rep Train 112 Men 
in 4 Evening Sessions! 


David Jae had to teach elec- 
trical contractors in his area how 
to estimate and sell electric space 
heating jobs. A simple enough 
task, normally, for a specialist in 
sales. But this assignment offered 


lems. 


The ‘‘Time’’ Problem — 


The curriculum covered a lot of 
ground ... technical principles, 
selling techniques, equipment ap- 
plications and job estimating. 
Normal time necessary to cover 
the material adequately? 2 full 


days! Time allocated — 6 “after 
work” hours — when the men 
were tired or would rather be 


doing something else! 
The ‘‘Motion’’ Problem — 


The first series of these speed- 
up sales workshops were to be 
held on 4 consecutive evenings at 
local utility offices in 4 different 
cities. Dave’s method of presenta- 
tion had to be fast, accurate and 
extremely flexible! He could not 
depend on the facilities he might 
find in the meeting rooms assigned 
to him — his material had to be 
prepared in advance so that every 
second of his workshop time was 
used just for teaching — he could 
lose no time in “setting up” or 
breaking down”’. 


VuGraph Solves Problems— 
VuGraph overhead projection 


method of presentation alone met 
all these requirements. Dave sim- 
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ply prepared all his material, in 
advance, on transparencies. In 
class he instantly projected them 
with the VuGraph—large enough 
for the entire group to see simul- 


, taneously, brilliant enough to per- 
a few “time and motion” prob- | 





mit room lights to remain on for 
note-taking. And this large, bright 
image was projected behind Dave 
as he faced his audience. 
Advantages? Take the session 
on “job estimating’. A complete 
estimate for an 8-room house was 
worked out on one of Dave’s 
transparencies. Then, as the men 
worked along with him, on their 
own estimate work sheets, Dave 
projected the preparation of the 
estimate a simple step at a time. 
At no time did Dave turn away 
to write on a blackboard — inter- 
est was unbroken, eye contact held 
constant! Instantly he knew when 
anyone was uncertain about a 
point ... when he could go on to 


the next step. If a point needed 
clarification Dave used the acetate 
roll on the VuGraph as an “elec- 
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tric blackboard” projecting what 
he wrote... as he wrote it. 
VuGraph Saves 
Valuable Time — 

Using the VuGraph, Dave elim- 
inated the many hours normally 
spent in circulating printed mate- 
rial throughout the class ... and 
in transferring the material into 
a blackboard. Within 5 minutes of 
his arrival, at any of the public 
utility offices, he was ready to 
teach ... and within 2 minutes 
after the end of the session he 
was ready to leave for the next 
city. In 4 evenings ... in 4 differ- 
ent cities ... David Jae trained 
112 men! 

The use of the Beseler VuGraph 
— in sales meetings, training pro- 
grams and business conferences— 
is limited only by the needs and 
imagination of the user.A FREE 
demonstration of the VuGraph, at 
your office, will let you SEE FOR 
YOURSELF . . . USE COUPON 
BELOW! 


Charles Beseler Company 
220 South 18th St., East Orange, N. J. 


(1 Send complete information on the 
VuGraph and new overhead projection 
visual presentation technique. 


(C1 Have a representative call to arrange 
a free ‘‘no obligation” demonstration. 
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Don’t let paper work 


rob you of profits! 


Are your business forms stealing valuable time and efficiency? 
Let Reynolds & Reynolds “custom-tailor” your business forms 
to fit your needs . . . protect your profits and enhance your 
prestige. If it’s a multicopy, die-cut, combination form . . . or 
a simple memo sheet . . . individual or continuous . . . colorful 
or plain . . . if it’s a “working” business form you need... 


Call a REYNOLDS & REYNOLDS REPRESENTATIVE 
today .. . offices in most principal cities . . . no obligation! 





The Reynolds & Reynolds Company 


DAYTON, OHIO « CELINA, OHIO « DALLAS, TEXAS ¢ LOS ANGELES, CAL. 


BUSINESS FORMS AND SYSTEMS SINCE 1866 
Also manufacturers of Post-Rite Pegboard Accounting Systems 
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MAKE US PROVE IT’ 


THE | 
“THERMO-FAX” 


COPYING | 
MACHINE : Postage will be paid by: 
DOES ALL 1 Praha 


MINNESOTA MINING AND 


THESE JOBS | MANUFACTURING COMPANY 


DEPT. DCP-61 


AND MORE! | ST. PAUL 6, MINNESOTA 





At no obligation, I’m interested in information about 
the ways “‘Thermo-Fax”’ Brand Copying Machines can 
speed, simplify, and cut costs on the jobs I’ve checked. 


General Copying Statements Projection Transparencies 
Addressing Labels Paper Printing Plates Systems Copies 
Laminating | Checkifyounowusea “Thermo-Fax”’ Copying Machine. 


Name_ 
Title 
Firm_ 
Address 


City__ a oe Zone State 


of 


THE 


See for yourself why 

the ‘““Thermo-Fax’’ Brand 
Copying Machine is 

the most versatile 
business machine in 

the business world 


TERM “THERMO-FAX" IS A REGISTERED TRADEMARK OF 3M COMPANY 











systems 


copies 


for as little as 2¢ 





paper 
printing 
plates 


BRANO o> % 


{ Thermo- 


laminating 


COPYING 
» MACHINES | 





projection 
transparencies 





general 
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... and at amazing savings! 


No other one business machine in the world 
does more jobs than the ‘‘Thermo-Fax"’ Brand 


Copying Machine .. . plus giving you WHITE 
copies, both standard and bond-weight. And so 
economical on every job, too! For example: 


Black on white, bond-weight System copies 
for as little as 2¢ a copy... Finished Paper 
Printing Plates in 30 seconds for as /ittle as 


—— 


)/ COPYING ee >>, 


— 


BRAND 


COPYING MACHINES 


\ hemited 


——¥ 


12¢...Ready-to-project Transparencies for as 
little as 13¢,,. Many more money-saving jobs! 


Get the facts on the versatile ‘‘Thermo-Fax’’ 
Copying Machine—how it does more paper- 
work jobs...does them faster... for less cost 
than ever before! MAKE US PROVE IT... mail 
the postage-paid card today. See for yourself 
why the ‘‘Thermo-Fax’’ Copying Machine is the 
most versatile business machine! 
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..» WHERE RESEARCH IS THE KEY TO TOMORROW 
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DO YOUR FILES HAVE THAT TIRED, 


CLOGGED, OVERSTUFFED FEELING? 


THEN SEND FOR THE BRRAINS FROM REMINGTON RAND 


























WE'VE BEEN MAYBE THEY'RE 32 GIRLS !! 
LOOKING FOR UNDER"L"... AND STILL MY 
OCTOBER'S NOPE... JUST FILES ARE A 
SALES FOR MABELS LUNCH. MESS ! 

MONTHS... / V 
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LATER YOU MEAN TO EASILY...YOU SEE, 

SAY NOW | CAN NOW THAT WE'VE 
GET ALONG WITH GOT YOUR FILES 
JUST ONE GIRL? IN ORDER... 


























When filing cabinets seem to be crowding out people, 
when it takes forever to find records, when your staff 
seems to be idle then frantically busy — then you need 
the Records Organizing Service of Remington Rand. 

These specialists from ROS will survey your system 
for both present and future needs. Then they'll suggest 
either a new system, or appropriate alterations. The re- 
sults will be speedier fact-finding, bottlenecks eliminated, 
more profitable use of your staff, fewer records and 
equipment, and pockets full of money saved. If you 
adopt their suggestions, they'll train your staff to the 
new system. 

What, you’re still not convinced? Then send the cou- 
pon for our free booklet. 
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FEAR NOT, SIR... THE BRRAINS 
FROM REMINGTON RAND ARE HERE 
TO HELP YOU REORGANIZE... 

















WE FIND YOU'VE BEEN 
BANKRUPT SINCE 1936... 























Remington. Fant SYSTEMS 
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Division of Sperry Rand Corporation 
Room 723, 122 East 42nd St., New York 17, N.Y. 


Dear File Fixers: 
Please mail me your free booklet, ‘‘How’s Business ?”’ 


NAME 





TITLE 





COMPANY 





ADDRESS CITY 





ZONE COUNTY 
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Workshop for Management 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


TRY A BREAKFAST DATE 
INSTEAD OF A LUNCHEON 


= More AND MORE businessmen are 
arranging to breakfast with clients 
and associates, in place of the more 
usual luncheon date. Reasons vary, 
but here are a few things you can 
gain from a breakfast date. 

Plans decided over the breakfast 
table can be put into action the 
same day, instead of having to wait 
over until the next business day. 

Breakfast dates are easier to ar- 
range because you are less apt to 
run into conflicting engagements. 

Minds (some) are apt to be 
keener in the morning. 


INSIST ON 
FACING THE FACTS 


# Don’t FIND ouT too late that your 
company isn’t doing a good job. 
Subordinates are only too happy to 
rush to you with good news, but 
they too often tend to hold back 
bad news. Systemation reports five 
ways to keep abreast of bad news: 
1. See all letters of complaint. 
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2. Sample complaints that come 
in by person or telephone. 

3. Look over reports of lost sales. 

4. Spot check your company’s 
service records. 

5. Interview — supervisors 
time to time to try and 
trouble spots. 


from 
catch 


By insisting on being told the 
bad news, you will be in a position 
to take corrective measures in time. 


CHECK YOUR POOR 
DICTATION HABITS 


m MACHINE DICTATION is much like 
driving a car; it’s easy to pick up 
bad habits. These habits can cost 
you both time and efficiency. One 
way to combat the problem is to 
listen to your dictation occasion- 
ally and make a critical self-analy- 
sis. Soundscriber Corp. suggests 
these questions when making your 
critical analysis. 

1. Do you hold the microphone 
close to your lips as you speak? 

2. Do you depress the micro- 
phone switch before you begin to 
speak, or do you clip your first 
word in half? 

3. Do you identify yourself, and 
classify the type of correspondence? 

4. Do you mention special in- 
structions at the beginning of the 
letter? 

5. Do you enunciate clearly? 
Remember, there is a great differ- 
ence between “one” and “none,” 
especially if you are dictating a 





letter to a man who wants to sell 
you a $30,000 truck. 

6. Do you give special attention 
to word endings so that plurals and 
past-tenses are easily recognized? 

7. Do you ask your secretary 
from time to time about your dicta- 
tion? If you've picked up any bad 
habits she’s the one who can spot 
them quickest. 


TRY SKY TAXIS 
TO SAVE TIME 


=» MANY EXECUTIVES today are 
taking advantage of helicopter 
taxis. 


Mercury Helicopter Service, Inc., 
Calif., lists a few of the advantages 
of sky taxi service. 

In most cases they can pick you 
up at your office. This depends on 
local ordinances and a minimum 
open area of 75 by 75 feet. Most 
company parking lots are more 
than ample. 

Sky taxis fly anytime. Daylight 
flights can be chartered to practi- 
cally any place. They can fly you 
to an out-of-the-way plant location 
and set you down a few feet from 
your final destination. Night flights, 
however, are limited to transporta- 
tion between heliports. 

Sky taxis can save you time. Most 
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has found 
the secret 
that unlocks 
the profits 


... from direct mail! Yes, you get 
more replies — better results by 
far — when you use Reply-O- 
Letter. No flat, unresponsive 
prospects, but the rich, natural 
taste of up to 40% additional re- 
sults, plus: king-size readership, 
filtered-out prospects and more 
savings — more savings by far. 
So, reach for the pleasure only 
Reply-O-Letter can give — write 
for your free Reply-O-Letter 
booklet and case histories, today. 
Most refreshing. 
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{ pan REPLY-O-LETTER 
i! . 3 Central Park West 
F « New York 23 
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You Get Things Done With 
Boardmaster Visual Control 








3 Gives Graphic Picture of Your Operations 
—Spotlighted by Color 

yy Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 

sy Simple to operate — Type or Write on 
Cards, Snap in Grooves 
Ideal for Production, Traffic, 
Scheduling, Sales, Etc. 


sy Made of Metal. Compact and Attractive. 
Over 500,000 in Use 


$4950 


Inventory, 


Full price with cards 








24-PAGE BOOKLET NO. M-400 
Without Obligation 


FREE 











Write for Your Copy Today 


GRAPHIC SYSTEMS 


YANCEYVILLE, NORTH CAROLINA 
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When reports go to “The Boss,” 


~. ys ive 


why not make them error-free, more 


readable, quick and easy to use 
for comparisons and figure 


analysis. Everyone will be pleased. 


New Hano VERTI-BAR Tab 
Forms with shaded vertical 

or horizontal columns are the 
answer. They are worth looking 
into right away. 

EASY REFERENCE 


NO EXTRA COST 
FREE SAMPLES 





INC. 


Main Office and Factory 
Holyoke, Massachusetts 





Branch Plant — MT. OLIVE, ILLINOIS 
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Company 


Street 
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trips are made in less than a third 
of the time taken by autos. Many 
trips that used to take the execu- 
tives away from home overnight 
are now completed during the busi- 
ness day. 

These taxis can carry up to three 
people plus the pilot, and you are 
allowed to carry up to 250 pounds 
of luggage. 


SHARPEN YOUR MEMORY 
FOR NAMES AND FACES 


ws CALLING A CUSTOMER by his name 
can lead to repeat sales. Too many 
businessmen forget to apply the 
rules for sharpening memory for 
names and faces. Cities Service, 
Inc., New York City, suggests re- 
viewing these four well known 
steps to better name recall. 

Step one. Get the name clearly. 
Forget about what you are going 
to say until you have the full name 
soundly engraved in your mind. If 
the name is unusual, ask about 
pronunciation or spelling. 

Step two. Use the name at once 
in reply. “How do you do, Mr. 
Calabash.” 

Step three. Repeat the name as you 
converse. Each repetition fixes the 
name more firmly in your mind. 
Step four. Write the name down as 
soon as you can. Spelling it out 
fixes the name more firmly in your 
mind. Mentally re-reading it helps 
pronunciation. 


SCRUTINIZE EXECUTIVE 
PERSONNEL SELECTION 


w J. C. PENNEy Co., New York City, 
has a yardstick for measuring po- 
tential top management personnel. 
The men who can’t measure up 
stand less chance of promotion. 
Here are some of the key points in 
the yardstick. 

1. Does he enjoy dealing with 
people? If he doesn't like and re- 
spect people, he is going to have 
trouble generating the admiration 
and respect that is necessary to 
make others work for him. 

2. Does he know his present job 
well? If he can’t master completely 
lower positions, he is likely to be 
over his head in the higher ones. 

3. Does he look for better meth- 
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Need a big fleet? There’s a 
Hertz Truck Lease plan for you. 











o matter how many trucks you 
-™% need; no matter what 
your business... 
Hertz tailors its plan 
to your needs. 








Big business, small business, medium-size business — Hertz 
Truck Leasing suits them all! The reason: this plan can be 
adapted to suit any business requirement. Hertz pays cash for 
the trucks you now own. You get new GMC, Chevrolet or 


© other sturdy trucks custom engineered to suit your prod- 
) uct and operation. Or your own trucks can be reconditioned 


and leased back to you. The services you get—complete 
maintenance, gas, insurance, and all administrative detail 
are flexible too. You decide, for example, how 
you want your trucks lettered and painted; and, in many 
cases, the insurance and garaging arrangements. 


| Talk to your nearest Hertz sales engineer. Find out how 
ODS 5 


Hertz Truck Leasing improves your capital position—for 
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tlexible’s the word for Hertz Truck Leasing! 
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Need just one or two trucks? 
There’s a Hertz 
Truck Lease for 
you, too. 


plant expansion, increased inventory, new equipment. And 
you pay just one fixed amount per week! Call your local 
Hertz Truck Lease office soon. Or, write for booklet —‘“‘How 
To Get Out Or THE TrRucK BusINEss”’ —to HERTz Truck 
LEASE, 660 Madison Ave., New York 21, N. Y. Dept. D-6. 


no investment. 


LEASE TRUCKS 


HERTZ ALSO RENTS TRUCKS BY THE HOUR, DAY OR WEEK 


..no upkeep 
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THEY HEAR EVERY WORD 
ANYWHERE YOU SPEAK 
WITH NEW LOW-COST... 





RCA ’LECTRONIG LECTERN 


With RCA’s new ’Lectronic Lectern, you can schedule meetings 
anytime, anywhere. This inexpensive Lectern is a portable public 
address system that sets up in seconds... travels as easily as 
your speaking notes. You’ll hold your most effective meetings 
with the new RCA ’Lectronic Lectern. 


e@ Projects your voice to very last row of audiences of as 
many as 600 indoors or out. 
e A lightweight, suitcase-size unit—less than 25 pounds. 


@ Powerful self-contained 10 watt amplifier, high-fidelity 
8-inch dioplex speaker, receptacle for external speaker 
plug-in. 


e Operates from any AC outlet. One-knob volume control. 


e Freedom of movement while speaking. Famous RCA BK-6B 
broadcast microphone mounts on Lectern or suspends 
around neck. 


e Mail coupon now for details on 'Lectronic Lectern— versatile 
RCA quality sound equipment your organization can afford. 


The Most Trusted Name in Electronics 


RADIO CORPORATION OF AMERICA 
Tmk(s)a 























Radio Corporation of America, Dept. W-282, Camden 2, N. J. 


Please send details on the ’Lectronic Lectern. 
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ods? No good executive is satisfied 
when things are merely running 
well. 

4. Does he seek responsibilities? 
Merely being willing to accept re- 
sponsibility is not enough. Only the 
man who actively desires it is the 
man who can really handle it. 

5. Does he show a willingness to 
learn? The man who has all the 
answers is at a standstill. The man 
who is looking for and accepting 
criticism is the one who will con- 
tinue to move ahead. 

6. Does he express himself well? 
If he can't express his ideas he 
might just as well not have them. 

7. Does he appear optimistic 
about the company’s future? The 
good executive is continually sell- 
ing his company; like any salesman 
he can’t sell what he doesn't be- 
lieve in. 


IMPRESS CITY OFFICIALS 
WITH THESE FIGURES 


s JUST WHAT IS THE IMPACT on the 
city when you hire an additional 
100 people? The next time you have 
an argument with city officials over 
zoning or taxation, it may pay to 
acquaint them with the following 





statistics, reported bv the news- 
letter of The Associated Industries 
of Cleveland. 

According to averaged experi- 
ence, your additional 100  em- 
plovees will bring to the city: 

427 more people, 131 more 
households, 117 more workers for 
other businesses, 187 more auto 
registrations, 393 more telephones, 
and three more retail stores, as well 
as a huge increase in retail spend- 
ing. 


BREAK THE “OVER 40” 

HIRING BARRIER 

» It’s No sEcRET that many firms 
balk at hiring people over 40. 
These companies, however, are 
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d- | 5 WAYS THE MOORE MAN CAN GIVE YOU A HAND 





- 2 He can help you protect profits with a system that’s An extra ‘employee’ working for you—Which forms should 
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foolproof. This will prevent needless writing, mistakes 
and delays...simplify steps, save time, clerical effort 
and costs...improve work flow and, all in all, help you 
gain in 1. Control, 2. Speed, 3. System, 4. Savings, 5. Sim- 
plification. Build control with Moore Business Forms. 


you have? The Moore man isn’t limited—he can furnish 
any forms construction. He knows systems and data 
processing equipment. He’s backed by Moore’s research 
teams who are now designing the forms of the future. 
And he has Moore's plants strategically located near you. 





MOORE BUSINESS FORMS 


Moore Business Forms, Inc. » Niagara Falls, N.Y. + Park Ridge, Ill. * Denton, Tex. » Emeryville, Calif. Over 300 offices and factories in North America. 
































































SECRETARIES FILING 
STENOGRAPHERS DATA PROCESS. 
TYPISTS KEY PUNCH 
DICTAPHONE GEN. OFFICE 
BUS. MACH. OPRS. INDEXING 
BOOKKEEPING INVOICING 
RECEPTIONISTS INVENTORY 
CASHIERS TAX WORK 
SWITCHBOARD TECHNICAL 
CLERKS EXECUTIVE 


* Our rigid standards and scientific 
testing guarantee you the highest 
calibre personnel. 


EMPLOYERS 
OVERLOAD. 
company 
Find Us Fast in the 
Yellow Pages 








|} EMPLOYERS OVERLOAD CO. 


;Foshay Tower, Mpls. 2, Minn. 


+ would like to know more about EO 
; temporary services. 

1 
|'Name 


i 
i Address 
! 
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missing out on talented employees. 

Parke-Davis’ personnel people 
have mined some of this talent by 
bringing a realistic approach to the 
age factor in hiring. 

Here are their answers to three 
“over forty’ clichés. 
“He’s too set in his ways. He lacks 
adaptability and flexibility.” This 
just isn’t a characteristic of age. 
Many young people resort to men- 
tal hibernation in their twenties, 
while other people at seventy are 
busy discovering new areas of in- 
terest and endeavor. There is noth- 
ing wrong with fresh mature think- 
ing. 
“If he hasn’t found a niche for him- 
self by the time he is forty, he 
must not be very stable.” There are 
many valid reasons why men and 
women find themselves out of a job 
while still in their prime. Compa- 
nies move to new headquarters, go 
out of business, and sometimes 
have to make large slashes in the 
work force. These are only a few 
of the many valid reasons. 
“Younger employees have more 
stamina and energy than those past 
forty.” Frequently the older man 
has the edge on his juniors because 
experience has shown him how to 
channel his energies in such a way 
as to obtain the maximum produc- 
tivity from his efforts. He is also 
more likely to be more settled. This 
means fewer outside distractions to 
draw upon his energies. 


GIVE YOUR CUSTOMERS 
AN INSIDE CONTACT 


# ONE SINGLE LINE of type can help 
you cut phone costs and speed in- 
formation to your customers. 

Steel Warehousing Division, Jes- 
sop Steel Co., types on the bottom 
of all order acknowledgements the 
following line: “Thank you _ for 
your order . . . for information call 
Inserted in the blank is 
the name of the inside sales repre- 
sentative who processed the order 
originally. He is familiar with all 
the details and specifications of the 
customer's order. 

The company reports less delay 
at switchboards, lower phone bills, 
and fewer customer complaints un- 
der this system. 

Bonus: working continually with 





one man, the customer develops a 
closer relationship with the com- 
pany. 


LET YOUR SECRETARY 
RED PENCIL YOUR MAIL 


= Here's A way To cut down the 
time it takes to read your mail. 

Many executives have their sec- 
retaries underline the important 
and pertinent facts in a letter, while 
prereading the boss's mail. Most 
executives report that using this 
method cuts their reading time in 
half. 

The big time-eater in reading 
letters is trying to cull the impor- 
tant thoughts from a morass of 
words. Why not let your secretary 
do it? 


PLAN YOUR INCENTIVE 
PROGRAM FROM SCRATCH 


# \IANY INCENTIVE CAMPAIGNS based 
on gift awards are complete fail- 
ures. 

John Plain & Co., Chicago, con- 
tends that the failure often stems 
from poor or hurried planning, not 
from the basic idea of incentives. 
John Plain these basic 
points for evaluating any proposed 
incentive plan. These points deal 
with the common stumbling blocks 
over which failing incentive pro- 
grams often fall. 

What are your objectives? Do you 
want more sales, customers, terri- 
tory, safety, production, or cour- 
tesy? Many well-executed plans 
have been failures because they 
were not directed exactly at the 
desired results. Pinpointing the 
exact objective is the best way of 
skirting this danger. 

What is it worth to gain your ob- 
jective? Everything has its price. 
Successful programs may become 
sudden failures when it is found 
that the cost of the program 
amounts to more than the gained 
objectives. You can protect your- 
self from this by asking the fol- 
lowing questions before putting a 
plan into operation: What is a new 
account worth? What percentage 
can the company afford for sales? 
How much are we willing to invest 


suggests 
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Full-sized features in a compact size./The new Compact 200 is an office electric priced at a sensible | 
$225. / It’s the compact! New American engineering ideas now make parts work more efficiently in a | 
smaller space. / The carriage is 12 inches wide. The keyboard is the same size as a standard electric. 

} Carriage return is automatic. It does all the jobs of a conventional electric—all but the marginal jobs. 
wer But it costs just half as much (or about what you would pay for a manual). / To see this new idea in | 


ales “t electrics, just call your Smith-Corona Marchant representative, today. 


ivest 


roo s/c SMITH-CORONA MARCHANT || 











PLANT SITE 
PROBLEM? 


Q. Want to know where to get detailed, factual information about labor 
supply, market potential, raw materials? 


A. Niagara Mohawk’s area development specialists have a wealth of such 
data about Upstate, New York right at their fingertips. 


Q. Wondering how to solve special plant site problem unique to your company? 


A, Niagara Mohawk can help with special research to get the answers you 
need. Work for other companies has ranged from finding a special type of 
water for one, to locating a special type of labor force for another. 


Q. Want evidence that your kind of business can prosper in Upstate, New York? 


A, New York is the most highly diversified area in the Union. It has the 
highest average of skilled workers and foremen in its labor pool... natural 
resources are abundant and varied... plenty of clear, clean water... big 
timber tracts .. . plenty of low cost electric power and natural gas. 


Q. Transportation a vital consideration for you? 


A, Air, rail and superb Thruway facilities provide overnight access from 
Upstate, New York to the great metropolitan markets of the northeast and 
neighboring Canada. And you can reach the seaports of the world through 
the new St. Lawrence Seaway. 


Q. How’s the living in Upstate, New York? 


A. Plenty of elbow room here, and plenty of recreation facilities. Fishing, 
hunting, golf, boating, skiing, some of the world’s finest parks and preserves. A 
fine place to raise children... New York’s educational system is second to none. 


Q. How do you get more information about solving your specific plant loca- 
tion problems? 


A, A phone call, wire or letter will get the ball rolling. Contact Richard F. 
Torrey, Niagara Mohawk Power Corporation, Dept. MM-6, 300 Erie Blvd. 
West, Syracuse 2, N. Y. Phone GRanite 4-1511. No obligation, and completely 
confidential, of course. 
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for less accidents and more cour. 
tesy? 

What is “in it” for the prize winner? 
Poor participation has ruined many 


an incentive program. To ensure 
employee cooperation, give em. 


ployees a chance to earn enough 
to arouse their interest. One warn- 
ing here; stay away from large first 
prizes with little or nothing for 
runners-up. 

Are the rules clearly defined? If 
the contestants have a clear idea of 
how, why, when, where, and what 
they are expected to do, they are 
more apt to make the program a 
success. 

Are the followups planned? Many 
an incentive. campaign has been 
launched with high flying flags only 
to fall flat after three weeks be- 
cause of lack of enthusiasm. The 
best way to avoid this is to plan 
in advance six to 10 enthusiastic 
and interesting followup pieces. 
Does the campaign have character? 
An incentive program needs direc- 
tion, timing, enthusiasm, and _per- 
sonality. Appointing one good per- 
son to take full responsibility of the 
whole program is one proven way 
of insuring that these qualities be- 
come a part of your program. 


RATE YOUR LETTERS 
AGAINST THIS GUIDE 


s THE LETTERS OF MANY executives 
are not as effective as they would 
like them to be. Are yours? 

Better Letter Exchange, Howell. 
Mich., suggests checking your let- 
ters against these well-known 
guides. If you can answer yes to all 


of the following questions, chances 


are you write an excellent letter. If 
not, you can pinpoint your weak 
spots. 

Count off your first 100 words. 
Are 70 to 80 of one syllable length? 


Do your sentences average 1d 
words or so? 

Does each sentence carry one 
thought and no more than _ one 
thought? 

Have you eliminated “that 


whenever possible without altering 
the sense? 

Have you started your letter with 
the main point of information youl 
reader wants? 

If you are asking the reader fot 
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action, is it clear just what he is to 
do? 
Did you like your reader when 
you wrote and does it show? 
' Does your letter talk “you” to 
the reader instead of “I” or “we"? 
Does your letter look right? Ar- 
ranged properly, clean and neat? 
Do you believe what you have 
written? 


EASE EMPLOYEE MOVES BY 
WINNING OVER WIFE 


a INVITING AN EMPLOYEE and_ his 
wife to dinner is a good way to 
meet resistance to transfers. 

Moving an emplovee into a new 
territory is often necessary. Even 
if, as is often the case, the transfer 
involves a promotion and a raise, 
you may still encounter resistance 
from the employee. Nine times out 
of ten this resistance from 
his wife who is worried about 
the uprooting of her family. Cirker 
Moving & Storage Co., New York, 
this proven method for 
overcoming this resistance. 

Arrange an informa! chat with 
the employee and his wife. The in- 
formal atmosphere of a dinner en- 
gagement is the perfect setting for 
this chat. 

Explain the the 
move is being made, and what it 
will mean to the employee's future. 
Explain, also, to the wire the things 
the company is willing to undertake 
to make the move as comfortable 
as possible. If your company can 
assume all or most o: the following 
costs, you'll diminish resistance to 
a transfer from both the employee 
and his wife: transportation, meals 
and lodgings for the entire family 
during the move; ample insurance 
to cover any damage to goods dur- 
ing transit; refitting draperies, car- 
peting and blinds, as well as in- 
stalling appliances; legal fees and 
brokers’ commissions for selling or 
buying homes; putting the family 
into a hotel until a permanent 
home is found; paying for the em- 
ployee’s weekend visits back home 
if the family is to follow later. 

\ wife’s attitude toward a com- 
pany can strongly influence a man’s 
productivity. If you give her a little 
special attention at the time of a 
move, you can usually block serious 
problems that could develop later. 
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The computer ribbons you need 


Whatever the make of your high speed data processing printers. . . 
whatever the jobs they’re assigned, Roytype can provide THE 
Ribbon. We make a full line of computer ribbons and, in addition, 
can produce the special ones you need for color, thermographic, diazo, 
offset or other applications. |__| But all of Roytype’s computer ribbons 
are special. They have the strength to withstand breakage. They 
last a long time. |_| They give uniform printing performance, too, 
because Roytype has developed fast recovery inks to meet the chal- 
lenge of high speed printing. | | Ask Mr. Roytype to supply the right 
ribbon for your requirements. You save yourself time and money. Ask 
Mr. Roytype to help you with other office supply requirements, too. 
His complete stock is at your command. 


FE A complete line of business supplies...expert help... 
ROYTYP and dependable service, too. 


PRODUCT OF ROYAL McBEE CORPORATION, WORLD'S LARGEST MANUFACTURER OF TYPEWRITERS 
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“We told employees about 
the move well in advance.” 


To Au Pours in Tes SovtwaSeute #<s7. 












“Advance planning is absolutely 
essential to a painless employee 


move,” says W. Thomas Rice, 
president of Atlantic Coast Line 
Railroad. 
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history shows some of the methods to use. 


es \oving a com- 
pany is really a problem of moving 
people. 

Shipping machinery or 
equipment is relatively easy. 

But uprooting and transplanting 
people is a far different, far more 
dificult: management problem. 

One of the biggest shifts in re- 
cent years was made by the Atlan- 
tic Coast Line Railroad. After 120 
vears in Wilmington, N. C., the 
company decided to move its gen- 
eral headquarters offices to Jackson- 
ville, Fla. . 

The reason for the shift was 
plain. With the passage of vears, 
the expansion of the railroad, the 
development of new routes, Wil- 
mington had become “geographi- 
cally illogical” and_ inefficient as 
center of the company's activities. 
It was no longer on the “beaten 
track.” 

The final decision to move was 
reached in 1955, two years before 
W. Thomas Rice became company 
president; and the awesome task of 
moving company headquarters fell 
to this handsome 48-year-old native 
Virginian. 

More than 900 employees and 
their families had to be moved. 


office 


Fiow to move employees 


Transplant a company—or even a single employee—to a 
new location, and you run the risk of powerful problems. 
But there are ways to dissolve the problems—and make moving 


painless for employees and their families. This case 


And while the younger employees 
could make the change in a spirit 
of adventure, there were many 
older workers who had deep roots 
in Wilmington and reacted emo- 
tionally to leaving old friends and 
a familiar community life behind 
them. 

One harsh economic fact could 
not be wished away—Wilmington, 
a city of 45,000, would lose an an- 
nual payroll of some $7 million. 

Being young as railroad _presi- 
dents go, Thomas Rice faced the 
additional and ticklish problem of 
avoiding the brand of brash young 
interloper by the citizens of Wil- 
mington, and of North Carolina 
generally, when he arrived new on 
the scene and was charged with 
carrying out the move to Florida. 
Sentimental ties between a corpo- 
ration and a city can become strong 
after 120 vears, and cutting such 
ties is inevitably a delicate and 
painful operation at best. 

Despite the complexity of the 
move, it was well planned. Here 
are a few principles the company 
followed—and some of the specific 
actions it took—to move its employ- 
ees painlessly. If your company is 
planning a move: 
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Announce your move well 
e in advance 
®\Vhen top management is antici- 
pating a move, rumors seem to 
spring up like mushrooms after a 
rain. ~ 


painlessly 


of moving—information and educa- 
tion, employee moving and em- 
ployee housing, office moving and 
the thousand-and-one other details 
that were involved. 

The prime consideration of man- 
agement was to make the upheaval 


Coast Line prepared an exhaustive 
study of almost every facet of Jack- 
sonville life and made it available 
to all employess in book form. This 
“Move Manual” was an indispen- 
sable guide. It included lists and 
descriptions of schools, churches, 





No matter how carefully oe as easy as possible for the employ- restaurants, movie .houses, bowling | 
_-* poi i Peng — et ees, with the minimum loss of effi- centers, bus routes. Particular at- j 
aa gC ee earn pc ts ciency for the company. tention was paid to real estate and . 
ple start speculating, wondering, ee taxation and the beach area east of ; 
worrving. . sitieattiaies Jacksonville. 

The Atlantic Coast Line Rail- ewith the new community E. C. Adams, assistant chief clerk 
road, however, played no guessing ®In collaboration with the Jack- in the Operating Department ex- i 
game with the people concerned. sonville Chamber of Commerce, claimed: “My wife and I studied all 
It publicly announced its intention P 


to move in 1955. And the company 
selected Jacksonville for its new 
headquarters in 1956, four years be- 
fore the move was actually com- 
pleted. 


Set up a moving committee 
*with employee representation 


* Coast Line established a moving 
committee; and President Rice ap- 
pointed Don Martin, director of 
public relations, as the committee's 
chairman. 

“We did everything we could,” 
Martin explains, “to tell every em- 
ployee just why the move was nec- 
essary and, in a very real sense, to 
make him a partner in the grand 
adventure of pulling up stakes and 
moving to another city 450 miles 


‘We had to move.”’ 



































away.” Caer ‘waar cewme ene ao 
Representatives from each of the oe i Ag Girma care 

departments of the railway served = a aaa : _ “ oat 

as liaison members of the moving a eae 

committee, charged with protecting 

the welfare and convenience of the 

departments in the move, and with 


acquainting their fellow employees Atlantic Coast Line’s Wilmington, N.C., offices (see inset) were 
with what was going on. “out of the stream of things."’ To locate in a more advanta- 

rhe committee also included sub- geous place, the entire company moved to this beautiful new | 
chairmen in charge of every phase building in Jacksonville, Fla., and 900 employees went along. 
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Daily listings of available houses, 
apartments and property, plus 
information about the new city and 
its activities, helped Atlantic 

Coast Line employees to cushion 
themselves for the move. 


the information on Jacksonville so 
thoroughly that some of our new 
friends who've lived here all their 
lives claim we know more about 
the city than they do!” 

Local community groups proved 
to be of great help. In addition to 
the assistance provided by the 
Jacksonville Chamber of Com- 
merce, the Jacksonville Board of 
Realtors sent representatives to Wil- 
mington. It maintained a billboard 
at the information center set up in 
the Coast Line Public Relations De- 
partment, where notices of houses 
for sale or rent and_ available 
apartments were posted. 

Also, appointed representatives 
of the employees were sent to 
Jacksonville as advance scouts. 
They were given thorough brief- 
ings, and were able to return to 
Wilmington as human encyclope- 
dias, answering hundreds of ques- 
tions asked by their fellow employ- 
ees, 

As the time for the move drew 
near, the Coast Line ran special 
sleepers from Wilmington to Jack- 
sonville and back over weekends. 
Thus, before the move was made, 
each employee had the opportunity 


30 


"We 


to visit his new home town for at 
least two days to get the “feel” of 
it and also to inspect the areas in 
which he expected to live. 


4 “Shorten the distance’’ by 
» pointing out area similarities 


«In the case of the Coast Line 
Railroad move, this was relatively 
easy to do. The employees were 
moving from one southern seaport 
city to another, and the new life 
could be lived in much the same 
fashion as the old. 

The old conglomeration of gen- 
eral office buildings overlooked 
Wilmington’s tidal Cape Fear 
River; the magnificent new building 
is on the banks of Jacksonville's St. 
John’s River. 

Those who had lived in the beach 
resorts near Wilmington could live 
in quite similar beach communities 
near Jacksonville. 

Garden lovers could cultivate the 
same sort of flora—although the 
azaleas and crepe myrtle blossom 
a little sooner in Jacksonville. 

While most of the employees 
have acquired new and warm 
friends, they were not called upon 
to do this from the moment they 


gave them plenty of information about the new town.”’ 





arrived, since hundreds of their old 
friends were making the move with 
them. Because of the similarity of 
geography and culture, there was 
no really grave problem of adjust- 
meng. 

Where there were differences, 
there were advantages to empha- 
size. Jimmy Council, a bachelor in 
his twenties, who is secretary to the 
assistant vice president of the Traf- 
fic Department, welcomed the 
move. “I found a lot of extra bene- 
fits that I hadn’t expected. For one 
thing, I’m anxious to complete my 
education that was interrupted by 
army service. I discovered that I 
could enroll in night classes in a 
university here, which was impos- 
sible in Wilmington, and I’m taking 
several hours a week there. Instead 
of seeing only high school football, 
I can see the best colleges in the 
country play in the Gator Bowl 
here. The facilities for tennis and 
bowling are much better here, too.” 

Miss Sophie Mazur, secretary to 
the business manager of the Relief 
Department, is fond of good music 
and the serious theatre. “It’s the 
most thrilling thing in the world to 
be in a bigger city,” she says, 
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‘“‘We wanted to make moving 
as effortless as possible.” 
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Most employees found their furniture already in their new house by the time they arrived. The moving vans 
were piggybacked down to Jacksonville on railroad flatcars. It was just an overnight trip, whereas it took em- 
ployees a day or a day and a-half to drive down. 


“where I can enjoy so much more 
of the things I love.” 


5 Schedule the move 
» for summer 

# The Coast Line move was made 
in the summer of 1960, so that the 
children might be able to complete 
their school vear at Wilmington. 
Thus, although the actual moving 
was extended over several weeks, 
none of the children were com- 
pelled to face the problems of new 
schools and new companions until 
the schools reopened in the fall. 
Naturally, this was keenly appre- 
ciated by all employees with young- 
sters. 


6 Take the backache 
> out of moving 

# For the benefit of the company, 
the move was accomplished in 
stages—that is, by departments. 

For the benefit of its employees, 
the railroad paid the cost of pack- 
ing, boxing, crating and transport- 
ing all household goods. 

When a man’s turn came to leave 
Wilmington, his furniture was 
loaded on a trailer, taken to the 
railway yards and loaded “piggy- 
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back” on a railway flat car. These 
piggyback trains left Washington 
on a rigid schedule in the early 
evening and arrived in Jacksonville 
the following day. 

Said P. W. Bethea, chief clerk to 
the auditor of revenues, a veteran 
of 38 years service with the Coast 
Line: “My wife had been dreading 
the business of moving, but it all 
went off so slick and easy that she 
hardly knew what was happening.” 

Kenneth Martin, a valuation ex- 
pert for Coast Line, reports: “The 
moving people did all the packing 
and crating and finished loading 
our household goods on the van in 
Wilmington at 1:30 one afternoon. 
My family and I drove about half- 
way to Jacksonville the same after- 
noon—our stop at a motel was paid 
for by the railroad—and we arrived 
in Jacksonville about noon the fol- 
lowing day. Our furniture was al- 
ready in the house.” 


Conclusion 

"Today, company headquarters 
are being shuffled about as never 
before. The physical aspects of a 
company move are important, but 
even more important is the manner 


in which public and employee re- 
lations are handled. And it’s im- 
portant for a company to be sure 
that a move is absolutely necessary 
before it makes the leap. 
Fortunately, Atlantic Coast Line 
Railroad accomplished the task 
with a minimum of difficulty and 
resentment. Mistakes were inevit- 
able, but few—and this is a tribute 
to sound advance planning. The 
townspeople of Wilmington were 
told exactly why the move was be- 
ing made. They were assured that 
divisional headquarters would be 
maintained to handle freight, and 
were assured that there would be a 
Coast Line payroll in perpetuity— 
considerably less, of course, but still 
important to the city’s economy. 
The railroad’s Industrial Devel- 
opment Department also assisted 
Wilmington in getting new indus- 
tries in every way possible. Finally, 
President Rice announced the rail- 
road's decision to donate the four 
general office buildings and _ the 
land on which they stand to the 
people of Wilmington. Since the 
huge buildings had been independ- 
ently appraised at $1.5 million, this 
was a munificent memento. @ 














Can a company library 


save: 


MONEY ? 
TIME ? 
WORK? 


Some firms consider company libraries unnecessary frills. Others feel they 


are indispensable time and money savers. This article helps you answer the 


question: “Should we have a company library? It also gives details on how 


to set up a library and the specific costs involved. 


mmm =A company li- 
brary can save your firm money. 
Skeptical? Consider that a good 
company library can: 

1. Give you more practical infor- 
mation to help you run your com- 
pany—.aster and cheaper than any 
other source. 

2. Cut costs greatly by eliminat- 
ing a duplication of research efforts. 

3. Often eliminate the need tor a 
costly outside research project. 

Let's examine points one, two 
and three in more detail. 

Company libraries—a fast, cheap 
source of practical informaticn. 

It’s no secret that the cheapest 
way to obtain information is to read 
it. Every company has a multitude 
of helpful handbooks, catalogs, 
magazines and _ books scattered 
through its offices. 

That’s the trouble. The fact that 
the material is scattered and un- 
organized greatly reduces its use- 
fulness. Want a practical example? 
See how quickly you can come up 
with answers to each of the follow- 
ing questions. 

Should your company cut back? 
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Small, practical library 





This small, well-lit library takes up little space, yet has space for research 
or reading. The shelving is inexpensive and can be added to easily. 

Note the glass partition near the checkout desk which keeps out noise 
from outer offices. 
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Luxurious library 
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This large library has ample room for relaxation, and has individual desks (center, rear) for research. The read- 
ing facilities and the desks are near the large windows, taking advantage of natural lighting. 
Such a well designed library combines good looks with practicability. 


Inexpensive, ‘“‘beginner’s”’ library 





Expand? Borrow? Change location? 
Are costs in line? How can you tell? 
If they are too high, why are they? 
Does your firm need a_ pension 
plan? How would you set it up? 
Is your Workmen's Compensation 
coverage adequate? Is now the time 
to bring out a new product? Do you 
know what competitors are plan- 
ning? Has new legislation been 
enacted that might affect your op- 
eration? 

Undoubtedly you've read some- 
thing recently on several of these 
subjects. But if you needed answers 
quickly, could you put your finger 
on that material right now? Or 
would you know whom to ask for 
help? Probably not. 

You could find all the data you 
3 need—quickly and easily—if it were TE ETM 
cataloged and filed in a company 
library. 








This kind of library is easy and inexpensive to set up, 
particularly for the company with limited space. Small book- 
text continues on next page shelves (not shown here) adjoin the magazine rack at right. 


Dise 
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At first glance, this library looks 
like a secretarial area. Actually, it is 
placed in the center of a wide 
corridor, with bookshelves to the 
left of the receiving desk. 
Executive offices are situated at 
both ends of the corridor. 


Microfilm reader 
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A closet-sized room like this 
makes a good spot for reading 
microfilmed texts or papers. 








Company libraries 
through eliminating duplicated re- 
search. 

Several years ago, an electrical 


cost cutters, 


engineer spent seven long weeks 
working out an intricate circuitry 
problem. Later, to his and his firm’s 
dismay, he found he had duplicated 
the work done by another engineer 
earlier that year. The other engi- 
neers solution had been reported 
in detail in a leading journal. Un- 
fortunately, our first engineer hadn't 
known about it. 

Suppose the firm had its own 
technical library. A short memo 
trom the engineer to the librarian, 
“Have you any information on. . .?” 
could have saved the company 
thousands of dollars. 


Company libraries—money sav- 
ing substitutes for costly outside 
research. 

The amount of published re- 
search material today is truly phe- 
nomenal. A competent librarian— 
aware of what kinds of information 
management needs—can prepare 


Mid-corridor library 





periodic abstracts of data published 


in many areas. 


Practically any size company can} 


get better than average research 
with a library. Suppose you wanted 
to know the advantages of market- 
ing your product overseas, and how 
to do it. A consultant or 
firm could find out for you—at a 
substantial fee. But there’s been a 
wealth of material published on just 
that subject. A trained librarian 
would know where and how to find 


research 


it and could deliver it to you in aj 


matter of hours. No fee involved; 
it’s his job. 

With a company library, you can 
have at your fingertips a wealth of 
data on cost cutting techniques, in- 
ventory control, production sched- 
uling, technical research and de- 
velopment, financial management— 
practically anything about which 
vou might have a question. 

What does it cost? 

No company is going to shell out 
good money for what may simply 
be an unnecessary frill. 
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Is a company library a frill? The 
difference between a frill and a ne- 
cessity is clear. A frill costs money; 
a necessity saves money. The facts 
noted in the previous section show 
that a library can save a company 
money. 

What, then, does a library. cost? 
A close estimate puts the cost of 
establishing a library at between 
$5,000 and $6,000, excluding sal- 
aries. Since some of that money 
goes toward the purchase of new 
equipment, part of the cost is non- 
recurring. The per-year cost of 
maintaining a library is roughly 
$11,500 to $15,500, including §sal- 
aries. 

What does this money go for? 
The following sections tell how to 
set up and stock a company library. 


How to set it up 


How much space you allow your 
library depends on the purpose of 
it and on how you plan to use it. 

Experience shows that even when 
a library serves a great many 
people, seating space for 10 readers 
will often do. It depends, of course, 
on how many people actually have 
to sit down to do extensive research. 
If the firm has a messenger service, 
the executive or scientist can sim- 
ply request that certain research 
literature be sent to him. Some li- 
brary users find it saves time to 
telephone the library for informa- 
tion, or write a memo, rather than 
make a personal visit. “After all, a 
library’s chief function is to save 
the company time and effort,” rea- 
sons one experienced company li- 
brarian. 

To provide real service, a library 
should have adequate space for 
bookshelves, readers, staff and such 
auxiliary equipment as microfilm 
readers, photocopiers, etc. 

When setting up a library, re- 
member to leave room for expan- 
sion. Any library, to do its job, must 
grow. Experts estimate that books 
alone in an average company li- 
brary will double about every 12 
years. Consider the extra space 
necessary for bound files of back 
magazines and periodicals, and for 
card catalogs, company report and 
patent files and microfilm files. 
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Spacious library 


This amply furnished library has plenty of shelving for technical magazines 




























and periodicals, as well as large cabinets for books. The tables at center are 
for casual reading. Desks for longer research work are behind the book- 


shelves, out of the stream of traffic. 


“With careful planning, a library 
can be contained in a relatively 
small floor space,” says Harold S. 
Sharp, technical librarian for Gen- 
eral Motors Corp.'s AC Spark Plug 
Division. “However, allow at least 
600 square feet. Anything smaller is 
unrealistic.” 


Equipment needed 


Any library needs a minimum of 
equipment to start. One expert 
recommends the following list of 
essentials for the very basic type of 
library: 

“Youll need bookshelves for at 
least 1,000 volumes. Then there’s a 
medium-height checkout desk and 
chair, an office desk and chair, one 
typewriter, a nine-drawer card cat- 
alog cabinet with base, a dictionary 
stand, a book truck, a 50-magazine 
display rack, a supply cabinet, a 
worktable, two four-drawer filing 
cabinets, one reading table for four 
and four chairs, one microfilm 
reader, and one six-slide visible file 
for magazine records. This does not 
take into account telephones, office 


Printing room 





This small (9 x 12) room has plenty of 
room for photostating, microfilming 
and duplicating reports and abstracts. 
Such rooms have to be lightproof. 
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Evenly lit library 





















































Here’s a good example of how to construct an attractive, well-lit library where there is no natural light available. The ceil- 
ing is made with modular, translucent panels hung under banks of fluorescent tubes. The walls are light grey, the book- 
shelves white. The long rows of low bookshelves give the room a feeling of height and size, despite the fact that the 
ceiling has been dropped at least one foot. 


supplies or wastebaskets, which I 
assume will be available.” 

The cost of this minimum equip- 
ment is about $3,000. Money spent 
on books will vary with the number 
of books bought and the kind of 
books they are. Business, science 
and technical books are relatively 
expensive. 

A recent report from the Ameri- 
can Library Association gives the 
average cost of business books as 
$7.98, of technical books as $8.09 
and of science books as $9.16. 

Figure on needing about 200 
books to start. At an average cost 
per book of $8.50, this will run you 
about $1,700. Add to this the cost 
of two essentials—a good encyclo- 
pedia and an unabridged diction- 
ary—and you can figure on $2,000 
to be spent on books. 

Subscriptions for 25 periodicals 
at an average yearly price of $7 
will cost $175. However, specific 
demands may boost or lower this 
figure. For example, Chemical Ab- 
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stracts, an indispensable tool for 
chemical research firms, is priced at 
$925 a year to industrial firms. 

The total average cost for books, 
equipment and subscriptions comes 
to $5,175. Add to this the librarian’s 
salary (from $6,000 to $12,000 a 
vear although $10,000 is the aver- 
age top vearly salary for a librarian 
in a small firm) and you can figure 
on a $11,175 to $17,175 expenditure 
for the first year. In most libraries, 
the librarian needs a clerk to assist 
him. Add about $3,600 to $4,200 
for her services. 

Since you won't have to buy new 
equipment the second year, the 
$3,000 equipment cost will be elimi- 
nated from operating costs. Also, 
book purchases will probably drop 
to about 120 books per year—or an 
expenditure of $1,000. The annual 
operating cost, therefore, including 
salaries, subscriptions, new books 
and some equipment purchases. 
should run between $11,500 and 
$15,500. 


Pit that cost against the cost of 
one major outside research project 
(anywhere from $10,000 up) and it’s 
not hard to see how a library can 
almost pay for itself in this way 
alone. 

The Special Libraries Associa- 
tion, 31 E. 10th St., New York City 
3, has a consulting service which 
you can call upon to help you deter- 
mine your library needs and costs. 
One consultation is free; following 
consultations carry a nominal 
charge. 


Wanted: professional librarian 

There's the story of the company 
that decided to set yp a library. 
The boss’s secretary, who loved to 
read, was put in charge. In eight 
months, the library was more dis- 
organized than a woman’s pocket- 
book. 

Don't fool yourself by thinking 
that anyone can run a company li- 
brary efficiently. It takes a profes- 

text continues on page 94 
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Fiow to build 








Attach a tag or booklet to your product and youll build sales. That's 


the experience of companies that have turned to this sales method. 


Tag-along literature can do a number of specific selling jobs. Here are a few. 
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mm Send along a 
printed sales message with your 
product and chances are your sales 
will jump. 

Experience shows this method 
will work for virtually any kind of 
product jobs. It can: 

» Give your product a_ standout 
personality—making identification 
and selection easy. 

# Promote new uses—adding an in- 
ducement to buy. 

# Reinforce customer satisfaction— 
helping to maintain product loyalty. 
=» Supplement the salesman—make 
it easier for him to sell your prod- 
uct. 

# Illustrate product care—giving 
the customer ways to make the 
product last. 

s Simplify reordering — giving a 
boost to repeat sales. 

Your accompanying sales mes- 


sage may take many forms: a hand- 
tag, instruction manual, warranty 
card, wrap-around literature, die- 
cut miniature of the product—or 
the message may be printed on the 
package or the product itself. 

No matter what form it takes, 
here’s how product literature can 
help boost your sales. 


Stamp product with personality 


Many products—if not most—have 
to compete with several look-alike 
brands. Product tags or literature 
can easily and quickly establish the 
brand identification or brand image 
you wish to create. 

One radio, for instance, may 
look much like another. But a prod- 
uct tag carrying the maker’s trade- 
mark or symbol will make the cus- 
tomer’s selection job easier. 

Which of two look-alike toasters 
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CHECK YOUR PRODUCT TAG 


How does your product tag measure up? Use this checklist to tell whether your tag is doing its job. 


1. Is the tag sturdy and attached to the merchan- 


dise securely? 


2. Does the design command attention? 


3. Is the type easy to read? 


4. Is there a blank space for the sale price? 


5. Does the copy provide at least the information 
required by federal, state and local regulations? 


6. Does the tag give facts about material, size, 


length, weight, etc.? 


would you buy—one with no iden- 
tification or one with a large GE 
product tag? 

Guarantees and _ endorsements 
are also part of your product's per- 
sonality. It makes sense to let cus- 
tomers know about them. 

The endorsement of a magazine 
or of an outside testing laboratory 
is a proved sales help. Consider 
how many sales have been made by 
the words, “as advertised in Life,” 
“Good Housekeeping seal of ap- 
proval,” and other famous endorse- 
ments. 

Some companies have turned 
product tags into warranty post- 
cards. Your willingness to stand be- 
hind your product enlists sales. 
Some firms test the selling value of 
their warranty cards by comparing 
the number of cards received with 
the number of products sold. Re- 
sults often show a high ratio of 
cards received to products sold, in- 
dicating the value of the warranty 
in selling. 


Promote new uses 

Your product may have the pro- 
verbial 101 uses; but unless your 
customers know them, these many 
uses will not generate one extra sale. 
Accompanying literature can sug- 
gest ways to use your product and 
increase its appeal. 

Many food canners have used 
this method with remarkable suc- 
cess. The wrappings on condensed 
milk may give recipes for soups, 
cakes, puddings, pie-crusts, and 
various dishes. 

Some power mowers can be used 
for mulching or collecting leaves. 
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7. Does the tag clearly explain the advantages 


of special materials used? 


keep? 


8. Does the tag present facts about care and up- 


9. Does the tag suggest uses for the product other 
than the obvious ones? 


10. Does the tag mention accessory products? 
11. Is the copy simple? 


12. Is the guarantee clear and understandable? 


Alka Seltzer has recently reported 
a growing consumer group of small 
boys which uses the fizzing tablets 
to propel small rocket boats. 
Show your customers one extra 
way to use your product and you 
can substantially boost your sales. 


Reinforce customer satisfaction 


Sometimes a customer has sec- 
ond thoughts about the value of 
a purchase after he is out of the 
influence of the salesman. The mes- 
sage you attach or enclose with your 
product can reinforce his judgment. 
It tells him the advantages of the 
hand-tailoring that went into his 
suit, or lists reasons why he made 
the right decision when he bought 
your machine for his plant. 

The self-satisfied customer will 
buy again and again. With the 
proper facts he is also a walking 
advertisement for your product. 


Supplement the salesman 


Help the salesman to sell your 
product and your sales are bound 
to increase. Experience has shown 
that salesmen almost invariably 
will sell the products that are the 
most easy to sell. Make the sales- 
man’s task of selling your product 
sasy by placing the necessary facts 
at his fingertips—on or near the 
product. This is especially impor- 
tant in retail selling where your 
product often has to compete for 
the salesman’s attention as well as 
the customer's. 

A product that explains itself can 
sell itself. One company, which at- 
tached a small 12-page booklet to 


its electric mixer, reported measur- 
ably increased self-service sales. 


Make care and upkeep easy 


A salesman can instruct custom- 
ers in the care and upkeep of your 
product. But he can’t go along with 
the product. Your written instruc- 
tions can. 

Well planned booklets or even 
a simple list of do’s and don’t’s at- 
tached to the product can save your 
customers time and_ headaches. 
This will also help make a satisfied 
customer—the one who buys again. 


Simplify reordering 

The enclosure of simple reorder 
blanks with a product has led to 
many repeat sales. 

A customer may not remember 
that he bought your product. He 
may not know where your dealers 
are. A competitor may have reached 
him with his order blanks. You can 
combat this by enclosing reorder 
blanks with your product. 

Paper companies are certain that 
people will keep writing letters. 
But they help insure that the next 
order will be theirs by enclosing 
reorder blanks in every shipment. 


Summary 

A product tag can do specific 
sales jobs. Experience shows that 
it can reinforce customer satisfac- 
tion, enhance product personality, 
promote new uses, supplement 
salesmen, illustrate proper care, 
and simplify reordering—all of 
which are proved sales builders. 
You can put these inexpensive sales 
boosters to work for you. # 
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An office decked out like an oriental potentate’s can give visitors the wrong impression. 


Nine reasons why 
beautiful offices don’t work 


by Marshall Silverman, Vice President 
and Sam Bordelon, Design Coordinator 
Kriloffice, Inc., Chicago 


Beautiful offices are expensive, and not just 
in terms of space, furniture and decorating 
costs. These ‘showcase’ offices frequently 
waste money because their inefficient design 
hampers the executive's work. Here are 
nine common mistakes executives make in 
the use of their own work space, plus how to 


correct these mistakes at low cost. 


JUNE 1961 


mm Your office wastes your time and 
energy if it doesn’t match your work habits. 

A striking office is fine—if it provides efficient 
working comfort. If it doesn’t, it is just so much 
window dressing, and that can be annoyingly 
wasteful. 

Suppose the furnishing and design of your office 
causes just one extra motion or a little eye strain. 
Repeated day after day, such waste of yourself be- 
comes costly. 

Yet executives (and office designers, too) make 
common mistakes when they furnish and design an 
office. Some of these mistakes are easily corrected; 
an unhappy choice of wall color can be remedied 
by a coat of paint. But other mistakes are basic. 
These include mistakes of layout, choice of furni- 
ture, and design theme. These require good de- 
cisions in the beginning. 

One president moved into a new office recently 
and was irritated right from the start. Here’s why. 

His expensive, modern desk was too small; he 
didn’t have room to spread out his reports, papers 
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and drawings. There was no place to put papers 
and books he needed near him. The telephone was 
on the wrong side of the desk; he couldn't hold the 
phone in his right hand and jot notes at the same 
time. Light fixtures were imaginatively recessed, but 
didn't provide enough light. Visitors had to squint 
because they faced a large wall of windows behind 
the desk. The carpet showed dirt easily. The chair 
was thronelike, but not really comfortable. People 
who saw the office seemed a little too over-awed. 
The president’s wife criticized the wall color, the 
drapes, and the paintings chosen by the boss’s secre- 
tary. 

After about six weeks in this impressive office, 
the president picked up his things one day and re- 
turned to his old cluttered office down the hall. 

Whoever designed this office made a number of 
mistakes. 

Here are nine common mistakes, what they lead 
to, and how to avoid them: 


1. Failure to analyze function and workflow. 

Many people consider an office to be a room with 
furniture in it. 

But it is more than that; it is a work area, and 
every item in the area is a tool to help do the work. 
So the office furnishings must have a purpose and 
function related to the work of the executive. 

One result of failure to analyze function and 




















workflow is overcrowding and overfurnishing. You 
have probably seen offices which were literally 
jammed with furnishings: chairs galore, a huge sofa, 
bookcases, tables of all kinds, a sprawling desk. 

Talk to the men who work in these offices and 
they will tell you that without the excess furnish- 
ings the office would look empty. 

Perhaps the office was too big to begin with, but 
overfurnishing does not solve the problem. 

\ second and more common symptom is the 
wrong furniture and wrong arrangement for the 
office. For example, an executive who works with 
drawings and blueprints needs a large area to 
spread out these papers. Another executive may 
work with a typewriter and 1equire a typewriter- 
height “L” modular unit for his desk. A third may 
require a credenza to suit his personal needs. 

Then, too, the furnishings and equipment must 
be within easy reach. If the executive can simply 
swivel about in his chair to get anything he needs, 
he will save time and energy. 

Furnishing an office should start with an analysis 
of the work habits and requirements of the indi- 
vidual. Many executives don't think about the way 
they work until the new office is ready, and then it’s 
too late. 

Here's one bit of advice that may help: ask your 
secretary about your own work habits. She often 
knows better than you what facilities you need. Of 

















Perhaps this man is puzzled because he can't figure 
out where he is—in his office or in a furniture ware- 
house. Too much furniture is as bad as too little. Have 
enough to meet the office's function; any more adds 
to overhead without improving looks or efficiency. 
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course, her word isn't final. But what she has to 
say, taken with what you feel you need, should be 
a better guide than a hit-or-miss selection. 


2. Failure to provide for consistency and continu- 
ity in furnishings and design. 

When this mistake is made, you usually find fur- 
nishings that don’t go well together, a poor use of 
color, and have trouble adding new furnishings 
when needed. 

Good office furnishing and design start with a 
well thought-out plan based on these elements: 

« Sketches and layouts of the offices as they will 
look when completed. 

« A theme carried from office to office. The theme 
can be embodied in color or in the style of furnish- 
ings. There should be something that holds each in- 
dividual office and the series of offices together. 

Usually the furnishings in an office are chosen 
from a single line of one manufacturer. Otherwise 
furnishings can be tastefully mixed as long as there 
is a common denominator such as the style, the 
color, or the wood. 

A series of offices don’t have to be identical; as a 
matter of fact, they can’t be if the individual work 
habits of the men in the offices are different. But 
there should be something—perhaps the color and 
fabric of the draperies and carpet—that provides 
continuity. 

An office should be furnished all at once. The 
piece-by-piece method produces erratic results, 
even where there is a plan, since consistency varies 
from one production run of furniture to another. If 
your budget doesn’t permit purchasing all the neces- 
sary furniture, investigate office furniture leasing. 


3. Failure to coordinate planning and purchasing. 

The ideal of every office designer is to work with 
a single person who makes all the selections and de- 
cisions. But the usual method puts the designer at 
the mercy of a committee of two or three people 
who are frequently vetoed by the boss. 

As a rule, it’s best to get everyone with a veto 
power in on planning from the beginning. But 
limit the veto to matters of aesthetics, not to de- 
cisions regarding function. 

The choice of furnishings and design to provide 
for function can usually be objectively determined 
in terms of the work to be performed. But there is 
no objective way to determine aesthetics. 

We have seen many excellent office designs car- 
ried almost to completion; almost, that is, until the 
boss’s wife or secretary objected to the color choice. 
Everything then had to be done over to meet the 
objection. 

We have also seen cases where executives were 
given a free hand to furnish their own offices as 
they saw fit, according to a budget given to each. 
The result was a series of clashing designs. 
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A candelabra may add a nice touch to a pianist’s act, 
but it doesn't shed enough light on this fellow’s prob- 
lem. Neither does his miner's cap. A good office 
starts with plenty of shadow-free, glare-free lighting. 


Once a plan has been decided on, the designer 
should be free to carry it through, stopping at 
agreed-upon intervals to report and evaluate results 
to date. He should work directly with a person fully 
empowered to make decisions. All purchasing of 
furniture and accessories should be coordinated 
with the designer, and not by individuals on their 
own. 

The old saying, “Too many cooks spoil the broth,” 
applies as well in the office as it does in the kitchen. 


4. Failure to relate design to factors of customer 
impact and employee morale. 

This sounds like a mouthful. What it means is 
that the impression your office creates should be in 
keeping with the expectations of your customers, 
clients, and employees. 

An office can reveal as much of the occupant’s 
character as can a psychiatrist. For that reason, you 
have to be careful to keep your personal prefer- 
ences for office design in check. 

We know of one case where the office revealed 
an executive's almost complete disregard for his em- 
ployees. The factory building was a vast shedlike 
building used to build prefabricated building com- 
ponents. The building itself was badly maintained. 
Office employee quarters were cramped, drafty, and 
poorly lit. 

But the president’s office was resplendent; ob- 
viously more was spent on this one office than on 
the entire building. It was richly paneled, furnished 
with a custom conference table, equipped with a 
private bath, and lighted like a stage. 

People who visited the office were awed—or over- 
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Measure your office designs 


against this checklist 


Certain factors can make an office an invalu- 
able help—or an annoying hindrance. Before 
you put your OK on an office design, check it 
against these nine points. You may want fo 
clip this checklist and keep it for future use. 


sg Has the function of each office 

been analzed, as well as the work 
habits of the individual who will 
occupy it? 


[| Have customer and employee ex- 

pectations been studied so that 
your office design is neither too 
ostentatious nor too niggardly? 


[ ] Has all decision making concern- 

ing the design and furnishing of 
the offices been limited to as few 
people as possible? 


ce Do the office designs have a com- 
mon and consistent theme that can 
be extended as you grow? 


Have you budgeted for everything 
involved—irom desks to letter 
openers—and considered leasing 
as well as purchasing? 


® Does the office design allow for 

convenient use of electrical outlets, 
ventilation and telephone connec- 
tions? 


[| Does the design include proper 
lighting and the elimination . of 
glare and reflections? 


[| Have you planned far enough in 

advance to allow for delivery of 
furnishings when you will need 
them? 


& Has your designer (and furnishings 
supplier) translated your objectives 
into an office you can be proud of? 





Much work, much man—and not room enough for 
either. What's needed are special drawers for those 
blueprints and T-squares, an L-extension for the type- 
writer and a credenza for reference books. A larger 
desk and a chair to fit the man would help, too. 


awed. They were also disturbed by the tremendous 
contrast between the president's office and the rest 
of the building. The employees were also disturbed, 
and there was considerable grumbling about the 
president's concern for his own welfare. 

In other cases, offices clearly were not outfitted 
in keeping with the expectations of the customers 
and clientele. Generally, an office should reflect 
success without ostentation; comfort without con- 
spicuous self-indulgence; dignity without sterility. 

Probably the underfurnished office gives more 
mute testimony to character than the overfurnished 
one. A lawyer with obvious economy furniture may 
stamp himself and restrict his clientele. 

On the other hand, plushness may scare away 
another type of customer who fears the overhead 
will raise his bill. 

If you want to avoid these problems, consider the 
trade you serve and the morale of your employees. 

On the matter of employee morale, don’t think 
that the offices of clerk and president must be alike. 
They can't be, if we follow the idea of designing for 
function. But the employee's office requirements 
should be provided for adequately. 


5. Failure to build around utilities. 

This sounds simple, but it is amazing how often 
office designs overlook little details such as electric 
outlets, air conditioning vents, radiators, and tele- 
phone connections. 

In one case, a good office design had to be done 
over because the planners placed furniture right 
against radiator units. More common is the location 
of a desk in a draft from overhead ceiling vents. 

Which hand do you like to use when telephon- 
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ing? Most people hold the receiver in their left 
hand; this leaves the right hand free to write. But 
if your telephone is on your right, the cord will get 
in your way. 

These are small things, but it’s a pile-up of aggra- 
vating details that spoils many otherwise good of- 
fices. 


6. Failure to provide proper lighting. 

Not only the amount of light, but the contro] of 
glare and reflection must be considered. 

Most offices today are 50% underlighted. For ordi- 
nary desk work, you should have 65 to 70 foot- 
candles at desk level. The average you find is 25 to 
40 foot-candles. You don’t have to guess. The good 
office designer has charts and meters to provide ex- 
actly what’s needed. 

If you prefer a desk with a highly polished sur- 
face or a glass covered top, be sure to locate the 
desk so that light from fixtures or lamps does not 
cause unwanted reflections or glare. 

Finally, watch the windows. If your windows 
face east or west, you will probably need blinds or 
drapes to keep the direct sunlight out at certain 
times of the day. Make sure, too, that you can con- 
trol the light if your visitors sit facing the windows. 


7. Failure to allow enough time for planning and 
buying. 

It takes about three to six weeks to get factory 
furniture delivery. So if you're planning a small 
office, allow about two months to plan and furnish 
it. If you're doing a series of offices where custom 
pieces are involved, you may need more time. 

If you disregard the time element, you may make 
hasty purchases of whatever is available on the 
dealer's floor. Or you may find yourself in a brand- 
new office with no furniture. 


8. Failure to budget properly. 

How much should an office cost? You can outfit 
an executive office with desk, swivel chair, and side 
chairs for under $200, or you can do the same 
office for $2,000. 

Without an objective of what you want your 
office design to accomplish and how much you 
want to spend, you will get poor results. As a guide 
to what every office design budget should include, 
consider the following: 


= Basic furnishings needed to satisfy functional re- 
quirements. 

e Carpeting, rather than tile. Controlled tests in 
elementary schools have shown that the overall 
cost, including maintenance of carpet, is below that 
of tile. The result is luxury, comfort, noise reduc- 
tion and cleanliness. 

# Window treatment, either draperies or blinds. 

s Lighting fixtures. 

» Accessories required. These include items such 
as lamps, pictures, ash trays, desk sets, waste bas- 
kets, letter trays, ete. 

# Wall treatment, either paint, wallpaper, or panel- 
ing. 


These are the items that should be considered in 
every furnishings budget. 


JUNE 1961 


Granting that every budget has a limit, what can 
you do to achieve your objective if money is short? 

First, you can buy inexpensive furniture but 
achieve a rich effect through good use of color and 
fabric. It’s not how much you spend, but how well 
you spend it that counts. 

Second, you can lease office furniture instead of 
buying it. The leasing of buildings, trucks, cars, and 
machinery is common. A few years ago office furni- 
ture leasing started, and now it is available in many 
cities. From a design standpoint, leasing lets you do 
the entire furnishings job at once. From a financial 
standpoint, leasing saves your working capital and 
offers tax advantages. 


9. Failure to work with a competent office designer. 

Perhaps you are good enough to do a professional 
office furnishings job yourself. But most business- 
men would be better off if they worked with an 
office furnishings firm that has an interior designer 
on its staff. The cost is the same in either case, but 
the results will show the difference. An independent 
designer may be able to cut your costs. This is be- 
cause the designer knows his market and is able to 
use furnishings sources unknown or unavailable to 
the ordinary buyer. In addition, he may be able to 
obtain and pass on discounts. 

Before committing yourself to an office furnish- 
ings company, talk to the designer and find out if 
he can grasp your ideas and translate them into 
acceptable sketches. He is a key man in your office 
plans, so choose him carefully. 

If you recognize the mistakes that can be made 
and take steps to avoid them, you will end up with 
an office that will be a lasting source of satisfaction 
to everyone who sees it—and an office that will en- 
hance your executive effectiveness in the bargain. = 
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Design new savings into your engineering 
paperwork ...with Multigraph® Methods 


By easily and quickly providing enough ‘‘original’’, highly legible 
and accurate copies of drawings and other data—in whatever 
quantities required—Multigraph Methods speed up engineering 
procedures and cut costs on engineering paperwork. Here’s how. 
Inaccuracies resulting from misunderstandings are eliminated. 
Important changes, additions, deletions in original drawings can 
be incorporated for up-to-the-minute accuracy. And handling of 
master drawings and other important data is minimized . . . to 
Save wear and tear and make them last years longer. 
Let us demonstrate how Multigraph Methods can © 
effect new savings in your engineering paperwork. ww 4. 
Remember... Multilith’ Offset is the standard of com- 75 L 9 
parision for duplicating throughout the world. Contact | ae | 
your nearest Multigraph representative, or write jl || 
Addressograph-Multigraph Corporation, Cleveland17,0. * 


Addressagraph-Multigraph 


SERVING SMALL BUSINESS + BIG BUSINESS + EVERY BUSINESS 
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How to train employees 
e Ito protect YOUR REPUTATION 


by R. H. (Bob) Lewis 


mee §=9Y Our employees 
hold a precious asset in their hands 
—your company’s reputation. They 
can either build it or destroy it. 

Unless employees are trained to 
handle their company’s reputation 
with skill, they may drop it. 

This kind of carelessness can be 
costly. 

Some common examples: 

A witless employee kept a cus- 
tomer dangling on the phone—and 
lost the order to a competitor. 

Poorly written, messy letters of- 
fended a commercial banker, and a 
financing was less successful than it 
should have been. 

A job applicant for a skilled fac- 
tory job said: “The personnel man- 
agers secretary has bad manners. 
I'd rather work somewhere else.” 

It calls for a special kind of 
training if your employees are 
going to help you protect and 
strengthen your company reputa- 
tion. The airlines are noted for 
using this kind of training. 

On a dreary night recently, an 
airline reservation clerk worked be- 
hind her counter in a major airport. 
An important flight was due and 
she posted the facts about it on a 
big board behind her. But as the 
arrival time drew near, a parade of 
anxious people came to the clerk 








You can't pigeonhole the job of community relations. It calls for the active co- 
operation of every employee. If employees aren't trained in this sensitive area, they 


may make costly blunders. This article tells you how to avoid the common blunders 


and asked the same question: “Is 
Flight 123 on time?” Each ques- 
tioner received a courteous smile 
and a courteous reply: “Yes, the 
flight is on time. Passengers will 
de-plane through Gate 5, there to 
your right.” 

An observer asked the clerk, 
“Doesn't it annoy you to have to 
answer a question that would be 
unnecessary if these people would 
just look at your board?” 

“Yes,” replied the clerk honestly, 
“It is terribly annoying, but it’s 
part of my job not to show it.” 

Well trained employees like this 
clerk are necessary if any public 
relations program is to work. With- 
out such training, employees may 
cripple your company reputation. 

Here are 10 common pitfalls in 
this area, and some ideas on how 
to skirt them. 


PITFALL NUMBER ONE: 
Poorly informed employees 

= Employees don't know’ com- 
pany’s goals. They can’t work effec- 
tively toward company goals un- 
less they know what the company 
is doing. 

Actions to take: If you're going to 
release something to the press, let 
your employees know _ slightly 
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Know how to cool off complainers 


ahead of time. This goes for new 
product releases as well as organi- 
zational change announcements. 
Experience shows that just being 
“in the know” increases employee 
morale. They will also be more in- 
clined to talk up something that 
isnt widely known. 

Encourage employees to take 
new products home. Sell your em- 
plovee’s wife and she will do her 
best to sell her neighbors. One soap 
company which was worried about 
the public accepting a new liquid 
detergent encouraged employees to 
take the new product home. Not 
only was the product a hit with the 
wives, but the company began to 
receive inquiries about the product 
from many other people in the com- 
munity. The company immediately 
put the product into production 
and it became a top seller. 

Demonstrate products and serv- 
ices to employees and their families 
at company gatherings. No one gets 
enthusiastic about anything unless 
he knows about it. Product dem- 
onstrations have proved to be an 
effective customer selling tool. Why 
not use the tool to sell your own 
employees? 


PITFALL NUMBER TWO: 


Employees can’t handle critics 


“ Employees don’t know how to 
handle complainers and _ critics. 
These malcontents may be within 
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the company, in the community, 
or may be a customer. Handled 
wrongly, complainers can cause 
untold damage. One company re- 
ported the loss of a $100,000-a- 
year customer because a shipping 
clerk countered a customer's com- 
plaint by insisting that a $100 
shipment had been sent. 

Actions to take: Train employees 
in the basic steps of turning a critic 


into a booster. Don't take for 
granted that your employees are 
acquainted with basic soothing 
techniques. Show them that it is 


best to let the complainer sound off 
and run dry before answering him. 
Show them that it is best to find 
some thought of the complainant 
with which they can agree as a 
starting point. 

If all techniques fail with a cus- 
tomer, see that the employee knows 
enough to turn him over to you or 
some appointed expert in the hu- 
man relations field. 


PITFALL NUMBER THREE: 


Technical jargon 
= Employees use technical lan- 
guage when dealing with out- 
siders. Technical jargon may make 
the speaker feel like Solomon, but 
what about the listener? He may 
nod that he understands, but 
chances are he is really embar- 
rassed because he doesn't. 

Actions to take: [Impress your em- 
ployees with the fact that the per- 
son who feels he is being confused 
will avoid future meetings. 

Hold up insurance salesmen to 
them as examples. Any insurance 
man could talk in highly technical 
terms about different types of poli- 
cies, but he doesn't. He relates his 
selling points directly to his pros- 


pective customer's situation—in the 
customer's language. 


PITFALL NUMBER FOUR: 

Poor telephone manners 

# Telephone manners alienate 
callers. It's no secret that many 
firms are guilty of bad telephone 
manners—from the — switchboard 
operator right up to the president. 
Actions to take: Use your tele- 
phone company’s aids. It has speak- 
ers, programs, training films and 
helpful booklets—at no  cost—to 
train your employees in good tele- 
phone relations. 

To hire a switchboard operator 
with a pleasant voice is no guaran- 
tee of good telephone manners. 
Suppose she lets callers dangle 
while she hunts the person being 
called—without letting the caller 
know the reason for the delay? If 
she is unfamiliar with her equip- 
ment, she may cut off or lose im- 
portant calls. She may panic when 
three or more calls come in simul- 
taneously. Proper training can 
overcome these shortcomings. 

Even if your switchboard oper- 
ator is perfect, you or your execu- 
tives may need coaching. Many 
progressive executives answer their 
own phones, instead of directing 
calls through a secretary who lets 


98% go through anyway. Many 
topflight executives place — their 


own calls today, and are hanging 
on the line until their party an- 
swers. 


PITFALL NUMBER FIVE: 

Poor personnel policies 

= Personnel policies and practices 
are often inequitable, inconsistent 

















Lackadaisical employees may keep 
important customers waiting 
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and out of date. If employees 
have cause to complain—they will. 
Community opinions are __ fre- 
quently formed by the talk that 
comes from the inside. 

Actions to take: Remind employ- 
ees of the company’s part in paying 
for fringe benefits. Bonuses, vaca- 
tions, insurance, and medical serv- 
ices are a waste of money if em- 
ployees merely take them * for 
granted. 

Nothing will make an emplovee 
more disgruntled than to be be- 
littled in front of his veers, or to 
have his accomplishments under- 
rated. You may be surprised to find 
out how many supervisors give lip 
service to “praise in public and 
criticize in private.” while disre- 
garding it every day. Be sure su- 
pervisors practice what they preach. 

See that your pay scales are com- 
petitive. Low pay can mean the 
loss of good.men, and poor produc- 
tion on the part of average men. 

Stimulate employees to make pol- 
icy, product, and safety suggestions. 
Anything that allows the employee 
to take an active part in company 
business will increase his interest in 
the company. This interest will be 
reflected in his actions—inside and 
outside. 


PITFALL NUMBER SIX: 


Poor or messy letters 

® Poor letters frequently destroy a 
good company image. They are 
either stereotyped, full of jargon or 
they date their writers as pompous 
bores bellowing through celluloid 
collars. 

Actions to take: So much has been 
written about effective letter writ- 
ing that you may be tempted to 
think that few poor letter writers 
remain. But take a close look at 
your morning mail and vou will find 
wornout Victorian phrases like “en- 
closed please find, herewith at- 
tached, referring to your letter of 
recent date, etc.” 

Take the trouble to evaluate your 
own and your executives’ letters. 
Keep in mind that every letter 
should be a sales letter either for 
your product or company, however 
subtle. 

If needed, have a list of do’s and 
don’t’s of letter writing drawn up 
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and distributed among your execu- 
tives. 


PITFALL NUMBER SEVEN: 

No outside boosters 

=» Some firms neglect to use assist- 
ance in selling themselves. Recruit- 
ing the aid of outsiders in the com- 
munity has proved one of the most 
underdeveloped public _ relations 
techniques in today’s business op- 
erations. 

Actions to take: Toastmasters will 
talk for you, women will work for 
vou, and individuals will influence 
for you—but not unless vou give 
them the incentive and the material 
to do it. 

You can get housewives and so- 
cialites to work for you by asking 
them to become part of a customer 
advisory board. These women will 
become walking good will ambas- 
sadors and _ business promoters. 
They will serve at charity events or 
arrange plant and office tours—all 
in your name. Their activities often 
appear in the local paper and get 
much more mileage than an adver- 
tisement. 

How much will an _ advisory 
board cost? You will be expected 
to pick up the tab for a monthly 
luncheon, minor operating expenses 
for specific programs, and maybe 
an unexpected souvenir remem- 
brance at Christmas—relatively little 
compared to the work and good 
will you receive. 

Toastmasters are always looking 
for solid, informative, newsworthy, 
or humorous material to carry them 
over slow spots at dinners. Placing 
this type of information about your 
company in certain hands will often 
get you some good publicity. 


PITFALL NUMBER EIGHT: 


Poor press relations 

# Press relations are poor. News- 
paper, radio, television, and trade 
publication writers may be disin- 
terested and perhaps unduly criti- 
cal of your company. 

Actions to take: Learn what the 
press wants. News is separate from 
advertising. Buying newspaper 
space or radio time will not earn 





Old fashioned letters can destroy 
the company image 
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when Magliners go to work... 


LOOK WHAT 
HAPPENS- 











A high bed carrier meeting a low 
level dock blends into a happy situa- 
tion when a Magliner Dock Board- 
and-Rainp combination takes over. 
The dock board can be used inde- 
pendently for normal loading, or 
combined with the ramp to provide a 








Tight turns into a carrier from a No loading or unloading tie-ups with 
narrow dock are difficult and danger- Magliner Car-to-Car Access Boards. 
ous. But coming or going, Magliner Loads move swiftly, safely, surely 
Flared Dock Boards make these from loading dock to farthest out- 
sharp, right-angle turns easy—with lying railcar. Demurrage costs are 
most of the turn made right on the reduced . . . delays eliminated! 
board! Magliners are rugged and Hard-to-get-at railcars are easily 


longer, safer slope when needed, tough . . . stand up under the’ reached with Magliner Car-to-Car 





Magna-Lum T. L. Plates return 
big dividends from a small 
investment! Made of high- 
strength, light metal alloy, 
these rugged Truck Loading 
Plates safely handle axle loads 
up to 4,800 Ibs. . . . give fast, 
efficient loading at minimum 
cost! 


heaviest loads! 


woot 


Extra-wide spans, like this-one over 
a railspur, require a dock board of 
extra long length. When they get this 
long we call them Magliner Movable 
Bridges. Quickly installed without 
altering existing docks or floors, the 
bridge is easily moved when neces- 
sary! Many standard sizes to meet 

_a wide range of requirements. 





Dock Boards on the job! 


Ground-level loading was the problem 
here. Unloading a truck or railcar took 
3 men and a power truck . . . required 
30 minutes to an hour. Now, one man with 
a Magliner Mobile Loading Ramp handles 
the entire job in half the time! Easily 
moved where and when they're needed, 
Magliners keep loads moving from ground 
to carrier smoothly, safely—economically! 











MAGLINE INC. 


Name__ 


P.O. Box 46, Pinconning, Michigan 


Send Bulletin DB-204, 


Though the problems shown above are individual and different, 
they have one thing in common. Each was solved by putting a 
low cost Magliner magnesium dock board, bridge or ramp on the 
job. Additional on-the-job information is contained in Magline’s 
Bulletin DB-204 “Difficult Dock Problems and How to Solve 
Them’’. Send for your copy today! 





Company 





Address_ 





Re Sees re 





__— Zone__ State 





Canadian Factory: Magline of Canada Limited, Renfrew, Ontario. 


MAGLINER MAGNESIUM DOCK BOARDS 


(Circle number 124 for more information) 
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undeserved consideration for a 
news item of yours. 

All information given to the press 
should consist of facts. Who, what, 
when, where, why and how are the 
answers your release should prove, 
Each newsman is familiar with his 
individual audience—let him write 
the story. 

Giving emphatic “no comment” 


answers to reporters may make you | 


feel important, but it won't help 
your press relations. Reporters are 
human beings and_ will respect 
valid reasons for anything, if you 
take the time to give them. 

It is a good idea to have your 
public relations man learn the vari- 
ous deadlines of your news media. 
This will help to place the mate- 
rial with newsmen at the most stra- 
tegic times. Placing a release with 
a weekly the day after a deadline 
makes it old news—and often un- 
usable. 

Tell your story as often as possi- 
ble. There are 26 peaks in Colorado 
higher than Pike’s Peak. How many 
can you name? 


PITFALL NUMBER NINE: 


Lack of teamwork 

« Employees’ offers to help are 
thwarted. If vou claim your door is 
always open, do you mean it? If 
you want your employees’ help, you 
have to work actively toward 
keeping communication lines open. 
Actions to take: Tell your employ- 
ees you want their help and sug- 
gestions. Pay attention when sug- 
gestions are offered. Nothing kills 
a man’s willingness to help faster 
than the feeling he is being ignored. 

Practice being a good listener. If 
you create the impression of being 
actively interested in an impractical 
suggestion, you increase your 
chances of being approached again 
with a suggestion that may not be 
so impractical. 

Don't throw wet blankets on a 
subordinate’s ideas almost before 
they are out of his mouth. A full 
explanation may change your mind. 
Also, the man who isn’t fully heard 
will hesitate to approach you again. 

Take the time to ask an em- 
ployee what he thinks about cer- 
tain company goals or procedures. 
You may be pleasantly surprised 


text continues on page 71 
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“The sound you can see” 


stops a drain on your profits 


The process of shorthand dictation 
can be a substantial drain on your 
profits. Why take the time of two peo- 
ple to do what one can do better? Let 
a Dictaphone® Time-Master® ‘‘take”’ 
dictation for your secretary. 

This precisely engineered instru- 
ment offers exclusive advances in the 
unique Dictabelt® recording medium 
—*‘‘the sound you can see.”* Record- 
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ing is visible, the Dictabelt is dispos- 
able. No rehandling, you get a clean, 
fresh surface every time for just 4¢. 

Can you afford obsolete office prac- 
tices? In today's profit squeeze a 
dictating machine is not a luxury but 
a necessity. As the most experienced 
name in the field, Dictaphone Corpo- 
ration is perhaps best qualified to 
analyze communications problems 


(Circle number 110 for more information) 


and suggest remedies. Why not ask a 
Dictaphone Representative to survey 
your needs today? 

Dictaphone, Time-Master, Dictabelt, 
registered trademarks of Dictaphone 
Corporation, 730 Third Ave., New 


York 17, New York. 


Dictaphone 
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with some solid and constructive 
criticism. 


PITFALL NUMBER TEN: 


Your attitude 

» You are not really concerned 
about community relations. You 
may not feel that your employees 
are an important part of com- 
munity relations. You may not be 
aware of the effects of good local 
publicity. ; 
Actions to take: Think a moment. 
It is easy to say that you sell little 
or nothing to local people and what 
they think about your company 
has little to do with your success. 
A moment's thought will show you 
the many areas in which your com- 
pany depends on community sup- 
port. 

Zoning changes may be needed 
for expansion. Even if the city 
officials back you up—the citizens 
might not. Fighting citizen peti- 
tions can be extremely costly and 
you may not win. 

City officiais who are impressed 
with your firm’s contributions to the 
community may give you a_ tax 
break. When you make it apparent 
to them that the hundreds you em- 
ploy buy homes, pay taxes, stimu- 
late sales and contribute to com- 
munity prosperity, these officials 
wont want to risk your moving out 
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the 
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R. H. (Bob) Lewis is director of 
public relations for the Lincoln 
First Federal Savings and Loan As- 
sociation, Spokane, Wash. He was 
formerly director of public relations 
at the Natural Gas Pipeline Co., 
Chicago. 

He has delivered talks on com- 
munity relations to various execu- 
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try. His writings have appeared in 
many major business magazines. 
His article, “How to make a gooil 
speech with minimum effort,” was 
published in the July °58 issue of 
Management Methods. 
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by raising taxes. But they may be 
inclined to overlook your firm's 
contributions if you don’t make 
these contributions apparent. 

What about worker replacement? 
If your company reputation is poor, 
you may have trouble filling jobs 
readily. 

You may not consider local pub- 
licity useful, but good coverage of 
your operations in local papers 
could be used effectively in a na- 
tional publicity campaign. Re- 
prints of such articles could be 
used by your salesmen. 
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Outside assistance such as women 
advisory boards may be impossible 
to form if your company has a poor 
or unfavorable reputation in the 
community. 

There are countless other ways 
in which an unimpressed com- 
munity can measurably affect your 
operating ability. 

Examine your company in the 
light of this article. If your com- 
munity relations are weak, or even 
shaky, chances are it’s because you 
misstepped into one of these 10 pit- 
falls. = 











One machine to label 
postcards and magazines? 


Yes...and at cost-cutting high speeds up to 16,000 per hour! 
The Cheshire Model E adjusts easily to handle small postcards 


and envelopes... 


middle-sized pamphlets and brochures... 


or even larger magazines, catalogs and quarterfold tabloids. 
Applies all types of labels, too (wide-strip, narrow-strip, con- 
tinuous pack form, cut or individual labels) ... whether they’re 
pre-addressed from your punched cards, plates, stencils or 
other addressing systems. Compact... and easy to operate. 


CHESHIRE 


E, feotel i 20]. 7. ua -3 2) 





descriptive brochure. 


The Cheshire Model E. 


Write for 





Dept. MM-6, 1644 N. Honore Street, Chicago 22, Illinois 


(Circle number 105 for more information) 
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The new Royal Electric Typewriter has a 
responsiveness, a feel, that lightens the 
days of busy people. We think you will want 
this typewriter. But before you decide, 
please do yourself, your secretary, and 
your company this service: see all the 
makes of electric typewriters. Check them 
for touch, for printwork, for any other, 
quality you wish. Only in this way ca , 





you really know the worth of the choicé ~«, 
you will make. Royal McBee Corporati ap - 
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Last month, MANAGEMENT MeEtHops published an 
article that told how poor employee vision drains 
protits. Its the same with employee hearing. This 
article tells how to test and correct employee hear- 
ing—and how to kill damaging noise in your plant. 


These methods may save you thousands of dollars. 


by M. S. Stevenson, Vice President, Acousticon International 
Div., Dictograph Products, Inc., Danbury, Conn. 








If your employees 
cant hear well, your firm may lose 
money in ways you're not aware of. 
Consider these cases. 

Case number 1: A worker in a 
Michigan ironworks plant sued his 
employer, claiming he had suffered 
a hearing loss from the excessive 
noise. He collected $25,000. 

Case number 2: A woman in an 
electronics assembly plant couldn't 
hear well and mistook the instruc- 
tion, “Connect wire one,” for “Con- 
nect none.” Over 5,000 units were 
shipped before the mistake was un- 
covered. 

Case number 3: A drug company 
executive was asked to check 
whether an important client had 
received a rush order. Suffering 
from a hearing defect he was un- 
willing to admit, he misunderstood 
the client’s name. He called the 
wrong firm and found their last 
order had been received. The firm 
he should have called did not re- 
ceive the materials it had urgently 
requested, and took its business 
elsewhere. 

Case number 4: Workers in a tool 
and die plant complained about 























Metal chipping is noisy enough to harm 
this man’s hearing. The ear muffs he 
wears can reduce the noise level any- 
where from 20 to about 45 decibels. 


the noise. They claimed it gave 
them headaches, tired them and 
made it difficult to understand in- 
structions. 


Case number 5: One city con- 
ducted a hearing test program 


among local workers. It found that 
22% of the local work force suf- 
fered from some degree of hearing 
loss. What city officials couldn’t de- 
termine was the cost to local indus- 
try of inefficiency, headaches and 
tiredness that led to accidents, mis- 
takes because instructions were not 
clearly heard, and absenteeism 
caused by unpleasant working con- 
ditions. 

These cases illustrate two facts. 

1. Noise can be costly, not only 
in terms of lawsuits for hearing 
losses, but in terms of lowered effi- 
ciency, accidents and mistakes, and 
poor working comfort. 

2. Business can be lost when 
people don’t hear well. Consider 
the case of the drug company ex- 
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While by no means complete, here's a list of familiar sounds with 
which you can quickly estimate the sound levels around you. 


Decibel level* 





Rustling leaves, whispers 10-20 

\\ Soft music 30 

\" Average home (no young children) 40 

Small office 50 

Busy street 60 

Cocktail party (1st hour), 

electronics assembly plant 70 

NOISE Automatic lathe, electric typewriter 80 
Hearing damage if continual exposure above this 


level 


looms 


Cocktail party (3rd hour), screw machine 90 
Ram-type turret lathe, loud juke box, 


100 


Boiler shop, pneumatic chipper, 
punch press 

Some types of jet engines 
Riveting on steel tank 


110 
120 
130 


Immediate damage if unprotected ear subjected 
to noise above 130 decibels 


*Estimates by H. H. Scoit, Inc. 


ecutive. Also, consider how people 
with defective hearing annoy others 
by continually asking for a repeat 
of what was said. 

Take action to correct hearing 
defects and subdue excessive noise, 
and chances are you can save your 
firm thousands of dollars. Here’s 
how. 


Test employee hearing 

The first step in a program to 
preserve hearing is to test hearing 
regularly. This has several benefits. 

Suppose you test a new em- 
ployee’s hearing as soon as he is 
hired. Then you have records on 
hand to prove the firm was not re- 
sponsible if the employee claims a 
hearing loss on the job. 

Secondly, testing new workers’ 
hearing helps in job assignments. 
For example, you would not place 
a man with a hearing loss on a job 
that required his hearing a particu- 
lar sound or constant oral instruc- 
tions. 


The third benefit of periodic test- 
ing is that you can uncover a slight 
hearing loss before it becomes se- 
vere. Chances are it can be cor- 
rected easily. This is not only good 
for the company, but it is a very 
definite aid to the employee whose 
hearing has begun to decline. 

It’s simple and inexpensive to test 
employee hearing. The only equip- 
ment needed is an audiometer. This 
machine tests a worker's hearing at 
sound frequencies of 500, 1,000, 
2,000, 3,000, 4,000 and 6,000 cycles 
per second. Hearing experts say 
that workers who show a hearing 
loss of more than 15 decibels at fre- 
quencies of 500, 1,000, and 2,000 
cycles per second should be re- 
ferred to a specialist for examina- 
tion. 

It may cost you nothing to test 
employee hearing. In many cases 
local hearing aid dealers will ad- 
minister tests free of charge for in- 
dustries in their areas. They may 
use plant facilities, bring down a 
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piece vehicle equipped for the purpose or 


schedule the employees for tests at 
their offices. 

Whichever way you handle tests, 
it’s important to keep the testing 
. area quiet. The background noise 
level should not be above 50 deci- 
0 bels (easily determinable with a 
sound meter). But it’s best to elimi- 
nate all background noise _ alto- 
gether. 

Even under the best conditions, 
no one should be tested unless he 
» has been away from loud noise ex- 
‘ ' posure for at least 16 hours. 











' Protect employee hearing 

It’s a fact that excessive noise can 
' damage hearing. With increased 
» mechanization today, excessive 
noise is almost a necessary evil. 
When employees are subjected to 
continually loud noises, hearing loss 
often results. 

There are ways, however, to re- i 
duce the effects of loud noise. One ae _ an. . 
way is to stop the noise at its Ss I 
source; another is to protect em- > ys. 
plovees against noise that can’t be J femme 
reduced. 

The first thing to do is determine 
what noises the workers should be 
protected from. Experts agree that 
it is hazardous for a worker to be 
exposed for a length of time to any 
noise above 85 decibels. (For a short 


i slight list of the decibel level of different 
nes se- 
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Periodic checks of sound levels around loud 

machines can be made with this inexpensive (about 
$150) sound meter. When you pinpoint high decibel 
levels, you can either shield the machine or 

protect the employee's ears. 


ic test- 


This executive recognizes the 
importance of good hearing. He 
compensates for his hearing loss by 
wearing an unobtrusive behind- 
the-ear hearing aid (see arrow). 
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How to measure—and subdve—noise in your plant 


Few companies admit they have a noise 
problem. They naturally don't want to flag 
the attention of employees and unions; 
there's already enough to keep the men at 
the bargaining tables busy. 


But noise is an increasing problem for many 
industries. More and more is being learned 
about the types of noise that are detri- 
mental to productivity, and damaging to 
the ear. And you can be certain that union 
researchers are well aware of the situation. 


To find out how companies can measure 
noise—and control or eliminate it—Man- 
agement Methods went to H. H. Scott, Inc., 
manufacturers of noise measurement and 
analyzation equipment. Says President Her- 
mon H. Scott: 


“By taking simply preventive measures 
now, you may be able to avoid totally the 
noise problem in the future. | don't want to 
seem an alarmist, but it makes sense to me 
that any plant that’s noisy should keep 
daily records of noise levels in the noisiest 
locations. Why? Well, noise can be just as 
harmful, in its way, as radiation or poison- 
ous gases. The effects of harmful noise are 
insidious. 


‘Damage to the ear is not readily appar- 
ent; it may take years to show up. But if an 
employee hits you with a claim for hearing 
loss, stating that he's suffered gq 50% 
hearing loss as a result of working for you 
five or 10 years, you ought to be able to 
produce records attesting to the actual 
noise levels in your plant.”’ 


Most experts agree that continuous ex- 
posure to noise levels of 85 decibels or 
higher can be dangerous. ‘‘At 90 decibels, 
however, a susceptible person may suffer 
damage that another man would not be 
bothered by,’’ says Scott. ‘‘Even short but 
regular exposure to levels above 130 deci- 
bels may bring permanent damage to a 
susceptible individual.” 


Basically, there are four types of equip- 
ment to measure noise in your plant. Each 
does a slightly more refined job. 


SOUND METER 
Measures general sound levels, estimates 
the possibility of hearing damage. This 
meter is portable, can be held in one hand 
much like a camera light meter. It meas- 
ures a range of 40 to 142 decibels, 40 to 
8,000 cycles per second. Cost: about $150. 


SOUND LEVEL METER 
Precisely measures noise over a very wide 
range (24 to 250 decibels, 25 to 10,000 
cycles per second). It is designed to take 
adaptors to measure peak noise and fre- 
quency. Cost: about $450. 


PEAK NOISE INDICATOR 
Plugs into sound level meter to measure 
impact noises or intermittent noises not ac- 
curately indicated on the sound level me- 
ter which takes average sound levels. Cost: 
about $140. 


SOUND ANALYZER 
Plugs into sound level meter. Separates 
noise into its various component frequency 
bands so the noise-generating causes can 
be pinpointed. Cost: about $650. 


These devices can help not only in the area 
of pinpointing damaging noises, but in the 
maintenance of heavy machinery. Many 
firms measure only temperature and pres- 
sure as a maintenance safeguard for some 
types of machines. But notation of sound 
levels around a big machine may help spot 
trouble before a costly breakdown occurs. 
For example, a faint, but peculiar ‘‘ping”’ 
may occur indicating trouble. Or the pitch 
of a machine's whirring may alter, which 
could mean something's wrong. Sound 
meters can catch these deviations. 


H. H. Scott, Inc., offers these tips for con- 
trolling noise: 


= Bolt down loose machine cover plates. 
Use shock mountings. 


w Use bags or fiberboard containers in- 
stead of metal boxes where feasible and 
practical. 


a If floor noise is a problem, and you can't 
change to a better flooring material, have 
workers wear rubber heeled shoes and use 
rubber tires on trucks. 


w Lubricate all machines regularly. 

= Consider noise generation when speci- 
fying and selecting new equipment. 

= Put offending machines in soundproof 
enclosures. 

= Use acoustical tile on walls or ceiling. 

w= Since noise dies out with distance, plan 
both plant location and plant layout ac- 
cordingly. 

= Protect the individual with ear plugs, 
ear muffs, helmet or put him in a sound- 
proof room. 














notses, turn back to page 74.) 

However, you can't trust your 
ears to detect harmful noise. A 
sound level meter (about $150) is 
one of the commonest noise meas- 
urement devices. 

Wherever it is economically feas- 
ible, noise should be stopped at 
its source. 

a» For example, the safety director 
of a brewery found that empty 
beer cans that came in were 
dumped on a huge steel table be- 
fore moving conveyors took them 
away for filling. Noise of the cans 
hitting the table ran over 100 deci- 
bels. The simple solution: a rubber 
mat was put on the table. 

# Ina second case, the delivery end 
of a printing press was creating an 
annoying noise level for the press 
operations. A simple enclosure of 
acoustical panels cut the noise level 
by 10 decibels. 

# A siren effect from a 300-hp mo- 
tor was cut 10 decibels by taper- 
ing the spacing blocks at the air- 
gap end to diffuse the exhausting 
air. 

# An especially noisy tooling ma- 
chine was put on resilient mount- 
ings, and enclosed by panels. 

# High velocity exhaust from an 
air-operated vise was creating a 
dangerous 95 decibel level in one 
plant. Installation of a simple muf- 
Her reduced the noise to 80 deci- 
bels, well below the critical point. 

It's not always possible, though, 
to mufle the noise at its source. 


That’s when steps have to be taken 
to protect the workers. 

Sometimes the same materials that 
shut in noise at its source can be 
used to build enclosures for work- 
ers. One firm found that its ma- 
chines, while not noisy enough to 
produce hearing losses, were inter- 
fering with warning signals and in- 
structions, and made concentration 
difficult. Since it was inefficient to 
move foremen and engineers out- 
side the production area, the firm 
built a supervisory office from 
acoustical panels at one side of the 
factory floor. Large windows. al- 
lowed engineers and supervisors to 
look out onto the manufacturing 
areas, 

The simplest and least expensive 
way to protect workers’ hearing is 
to supply them with ear plugs, 
muffs or helmets. Ear plugs should 
be made of a pliable material (not 
rigid) because to be effective they 
must fit properly. In some plants, 
ear mufts or helmets are preferred 
because they offer no fitting prob- 
lem. 


Benefits of correction 

Studies show that about one ex- 
ecutive in twenty has some hearing 
deficiency. Although no formal 
study has been made among plant 
workers, chances are hearing de- 
fects are even higher, due to more 
constant contact with harmful 
noise. 

The fact is nearly all persons 
with defective hearing can be 


This firm solved a noise problem by shutting the din out. It would have been 
inefficient to move supervisors outside the production area, so a soundproofed 
office with large windows was built right on the factory floor. 
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M. S. Stevenson has spent 15 years in 
the hearing aid field, all of them with 
Acousticon International which devel- 
oped and manufactured the world’s 
first hearing aid. One of his primary 
responsibilities has been the develop- 
ment of an education and service pro- 
gram which is used by the firm’s dis- 
tributors throughout the country. The 
program includes the offer of free 
hearing tests, the dissemination of edu- 
cational materials on hearing and per- 
sonal talks on hearing before com- 
munity groups. 





helped by medical, surgical or me- 
chanical means. More than _ half, 
however, refuse assistance. The av- 
erage person who has a_ hearing 
loss that can be corrected waits 
five years before taking action. 

The executive who can remedy 
his defective hearing but refuses 
to do so not only harms his com- 
pany, but his own health. Nervous 
strain, feelings of frustration and 
even loss of self-confidence are 
common emotional side effects of 
neglected hearing loss. It’s fairly 
obvious that these three pressures 
affect the executive’s ability to work 
effectively. 

When a man’s hearing is cor- 
rected, it helps to restore his nor- 
mal personality and his ability to 
function productively. If he uses a 
hearing aid, the actual physical loss 
still remains—just as with vision 
corrected by eyeglasses—but the 
mechanical correction eliminates 
the physical and emotional handi- 
caps. 

Not to be ignored is the eco- 
nomic value of hearing rehabilita- 
tion. According to a statistical sum- 
mary published by the U. S. 
Department of Health, Education 
and Welfare, the total income of 
2,500 hard-of-hearing individuals 
increased 253% during the first year 
after correction. It stands to reason 
their incomes would not have risen 
if their job productiveness had not 
improved also. 

Hearing aids aren't always nec- 
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in active record handling 


ECONOMY in time...ECONOMY in personnel. ..ECONOMY 
in overall record handling and data processing systems. 


with ROL* DEX v0 cx ECONOMY! 


because: 








records ROLL to the seated clerk 

all records are immediately accessible 
better control; easier supervision 

random reference is no problem 

no waiting for hidden, motor-driven trays 


fewer personnel can handle large volumes 
of records 


find out about all the other advantages of 
Rol-Dex equipment. It’s built to fit your system, 
your form size, your volume, your space, your 
expansion plans. 


Rol-Dex Division WATSON MANUFACTURING COMPANY, INC. 7 

Rol-Dex Division, Dept. M-6, Jamestown, New York r 

[] Please send literature. | 

[] Have consultant call me for appointment..........ccccsscssseseseseesenees I 

(phone) I 

pat. and 1 

pats. pending Nn ae aca a tee ea cia INE aaicwstavacasssckanheteveosiars ‘ 

a a a 2 IR oe coe api by bi sek kT LdUCARELOU IGG KGRSUAIN ENA Magu gaIAAOT I 

WATSON r 

i incall nabbed is an apa nin eemndinieiniae i 

'. COMPANY, Inc. i 
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Jamestown, New York’ 
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essary. In some cases, poor hearing 
can be remedied simply by remov- 
ing accumulated ear wax. In other 
instances the doctor may recom- 
mend an_ operation. Medical 
science has made _ tremendous 
strides in this area recently. Opera- 
tions once considered too delicate 
are now fairly common, and recov- 
ery from ear operations is rapid. 
Restored hearing often results. 


Stigma of hearing aids 

In many cases of hearing loss, 
hearing aids provide the key to 
better hearing. However, there is 
still a prejudice against hearing 
aids. Many people who could bene- 
fit by mechanical assistance refuse 
to wear a hearing aid because of 
false vanity. 

Major developments in hearing 
aid engineering and design have 
helped to break down the prejudice 
barrier. Today, transistorized hear- 
ing aids are true miniatures, unlike 
the huge devices of 20 years ago. 
Hearing aids are small enough to 
be worn inconspicuously behind 
the ear. They can be built into the 
frames of eyeglasses or worn as a 
tie clip. For women, aids have been 
built into barrettes and brooches. 


Hearing loss compensation 


As mentioned at the beginning of 
this article. hearing loss can cost 
your firm money through workman 
compensation benefits it must pay. 

Although not many states pres- 
ently allow compensation for hear- 
ing loss induced by noise, the prac- 
tice is reversing. Recently, a 
Missouri Supreme Court decision 
broadened the state’s statutes to 
cover noise-induced hearing de- 
fects. Ohio is expected to add hear- 
ing loss benefits to its compensation 
act this year. Pressure is building 
up for broadened benefits in In- 
diana and Wisconsin. Minnesota re- 
cently settled a group of hearing 
loss claims. 

One sobering fact: compensation 
claims for job-induced hearing loss 
cost U. S. industry two million dol- 
lars last year. 

You can protect your firm from 
these costly claims by taking action 
to protect employee hearing and 
subdue excessive noise. And when 
you test and correct defective hear- 
ing, facts show that productivity, 
efficiency and morale are bound to 
rise. # 
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Furniture by Murphy-Miller, Inc., Owensboro, Kentucky 


U.S. NAUGAHYDE” U.S. NAUGAWEAVE” 


finest in vinyl upholstery oreathable vinyl upholstery 


Brighten your office (and your days) with furniture covered in supple, pliant Naugahyde or cool, 
breathable Naugaweave. Because its range of colors and patterns is virtually unlimited, Naugahyde 
fits in everywhere, adding practicality to any setting. It puts colorful dash in a modern room, an 
exceptional richness into traditional—and any chair upholstered in this finest of vinyls keeps its 
youth for years. Naugahyde’s resistance to scuffs and scars, plus its ability to stay clean, means 
long and satisfactory service and little 

upkeep. Why settle for less, when U.S. Un ited States Ru G ber 
Naugahyde gives you all this? Coated Fabrics and Koylon Seating Department, Mishawaka, Indiana 
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Teletype Model 28 ASR— 


page printer, tape reader, tape punch... 
all in one! 





The Teletype Model 28 ASR set is a ma- 
chine of many talents—time and money saving 
talents that can go to work for you. With it, 
your data can be distributed to many different 
locations—in the same building, different parts 
of the country, even overseas. And you can col- 
lect data with equal ease and flexibility. 

The Model 28 ASR enables you, if you 
wish, to prepare records on multi-copy forms 
and simultaneously communicate the contents 
of these records to distant points. Thus the 
ASR reduces your paperwork and at the same 
time overcomes the “‘distance barrier’ for sales 
orders, invoices, purchase requisitions, even pay- 
roll checks. 

And with the Model 28 ASR, you can “run 
the gamut’’ with punched tape—encode data 
into tape ... transmit from tape. . . integrate 






















A compact data communications center 


repetitive data from previously prepared tape 
with variable data by keyboard . obtain 
punched tape as a by-product of communica- 
tions for computer and other business machine 
input. 

All of these data handling facilities are avail- 
able to you in a compact console, occupying less 
floor space than required by the average office 
desk. 

Teletype Corporation manufactures this 
equipment for the Bell System and others who 
require the utmost reliability from their data 
communications facilities. Teletype equipment 
can be used with Data-Phone and other commu- 
nications services. 

For a free brochure on the Model 28 ASR, 
write to Teletype Corporation, Dept. 38F, 5555 
Touhy Avenue, Skokie, Illinois. 
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by Dr. Robert N. McMurry 


Several months ago in 
this column, you answered a ques- 
tion concerning management devel- 
opment. In it you stated that older 
managers are frequently reluctant 
to train men under them and de- 
velop them as managers. This is 
precisely the problem I have now. 
I've tried to set up a management 
training program whereby younger 
men can be trained to take over the 
spots of some of our older men 
who will be leaving in the next four 
or five years. The trouble is, I can’t 
get these older men to work with 
the younger ones. They give me ex- 
cuses like “I’m too busy,” or “I've 
got a job to do: I can't do it and 
train men at the same_ time.” 
Frankly, I think they're scared that 
someone is going to grab their posi- 
tion before they are ready to leave. 
I've told them bluntly that this is 
not the case, and that I am only 
trying to build up a management 
reserve. I don't want to use force, 
but I've got to get these men to 
develop their subordinates. How 
can I do it? 


When a billy goat encoun- 
ters a stone wall, he insists on try- 
ing to knock it down. It never 
seems to occur to him that it might 
be possible to go around the wall or 
even to climb over it. He just keeps 
knocking his head against it. Your 
headache comes from the same 
cause, 

My advice is: stop knocking your 
head against the stone wall of your 
non-training executives. Nothing 
short of a miracle is going to make 
effective coaches out of men who 
completely resist training their jun- 
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iors. Why not accept this fact, and 
then try to find some other way to 
achieve your objective? 

Try this step-by-step procedure: 

1. Define your objective. Note 
that it is not to make trainers out 
of your existing managers, but to 
establish a reserve consisting of the 
next generation of good manage- 
ment. Naturally you hope that this 
reserve will come out of your own 
ranks, but the reserve is the objec- 
tive—regardless of where the supply 
is drawn from, or what methods 
have been used to train it. 

2. Make an inventory of what 
potential you actually have in the 
junior ranks. My book, McMurry’s 
Management Clinic, spells out how 
to do this. It is particularly neces- 
sary in a case like yours, because 
in my experience non-training man- 
agers usually select non-trainable 
subordinates. They are actually 
afraid of juniors with real potential. 
This is the basis of the Law of Di- 
minishing Competence. 

3. After making the inventory, 
place the juniors with real poten- 
tial on your standard organization 


GOT A PERSONNEL 


Send it for treatment (your 
anonymity preserved, of 
course) to: 
Manager asks expert, 
c/o Management Methods 
22 W. Putnam Ave., 
Greenwich, Conn. 


Which 
Nationa 
plan fits 
} your 
) trucking 
needs? 








® THE CHANGE-OVER PLAN 

We take over all of your present truck 
and maintenance problems, help you 
reorganize your truck facilities and per- 
sonnel. We supply you with new vehicles, 
engineered and painted to your exact 
requirements, or will buy and recondi- 
tion your present fleet. 

® THE ADD-A-TRUCK PLAN 

As your business expands, don’t use vital 
capital for more trucks, lease new ones 
as needed. 

@ THE TRUCK RETIREMENT PLAN 

As each truck in your fleet needs replace- 
ment, instead of buying a new one, lease 
it. In a few years all your vehicles are 
leased. 

@ THE PILOT PLAN 

Instead of switching from ownership to 
leasing in all locations, select one loca- 
tion (or division) for a “pilot” operation 
using full-service leased trucks, compar- 
ing costs and headaches with trucks 
which you still own and maintain. 


Lease a new CHEVROLET or other fine truck. 
No investment, no upkeep, no headaches. 


LEASE FOR PROFIT—NATIONALEASE full- 
service truckleasing supplies everything 
but the driver. Licensed, insured trucks, en 
gineered and painted to your needs, gar- 
aged and expertly maintained. ONE in- 
voice, NO worries. Devote your full time, 
ALL your capital to your own business! 


waver National know-how; local 


controls—write for literature. 


NATIONAL TRUCK 
Tilers) © LEASING SYSTEM 
adil il ode Us. ont hanes 
23 E. Jackson Bivd., Suite M-6, Chicago, Ill. 
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A competitor who, because he knows his costs . . . keeps his inventory at a 
minimum to free working capital for other uses... has up-to-the-minute 
information on production and other operations . . . enters and acknowledges 
customer orders swiftly ... has modern, fast, accurate paperwork proce- 
dures, can really make things tough. ™ If you suspect that your firm’s 
competitive position could be improved by overhauling the procedures in 
any of its operations, call in your Standard Register salesman. He can help 
you get more competitive fast, because he’s schooled and skilled in devising 
efficient paperwork systems and designing forms which get the most from 
them. ™ Pick a system, ask him to give you his improvement ideas and 
make your competitors beware of you. 


STANIDARD REGISTER 
@ BUSINESS FORMS 


PAPERWORK SIMPLIFICATION / THE STANDARD REGISTER CO., DAYTON 1, OHIO 
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chart. This will give you a visual 
picture, and show you at a glance 
which senior has the most promis- 
ing juniors (if you're lucky there 
may be more than one such senior), 

4. You will find that your chart 
has now not only identified the 
most promising juniors, but also the 
seniors who (in one way or an- 
other—possibly in a very rough and 
ready way) have the knack of se- 
lecting and developing junior tal- 
ent. These may be the men who 
have told you they have no time 
for the job of training—but if, over 
a period of years, they have as- 
sembled a promising team of jun- 
iors you can be sure it didn’t hap- 
pen by accident. 

5. With the preceding steps you 
can pinpoint your problem areas. 
Chances are the headache that is 
worrying you at this stage will not 
be as company-wide as you thought. 
You will have isolated certain de- 
partments where there are non- 
training seniors and juniors with no 
potential, as distinct from other 
seniors who are building a satisfac- 
tory pool of successors. 

In the hard-core problem areas, 
you must face the fact that there 
are only two ways of accomplish- 
ing your objective. You either 
change the seniors (replacing them 
with men who have proved else- 
where that they can select and de- 
velop subordinates) or you prepare 
for the seniors’ eventual retirement 
by spotting likely successors outside 
the company (since their own jun- 
iors are without potential). The lat- 
ter is what most companies do, be- 
cause it is less revolutionary and 
disturbing. You might start looking 
now for likely prospects, and keep 
track of them until your need actu- 
ally arises. = 





About 
the 
author 


Dr. Robert N. McMurry is a manage- 
ment consultant and psychologist with 
25 years of experience in solving busi- 
ness problems concerning people. His 
new book, McMurry’s Management 
Clinic (Simon and Schuster, 1960, 
$4.95), contains solutions to scores of 
common “people problems.” 
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For complete information communicate in confidence with: 


GREATER ST.PETERSBURG - CLEARWATER INDUSTRY COUNCIL 
GREATER ST.PETERSBURG CHAMBER OF COMMERCE 


Jack Bryan, Industrial Director / DepartmentM, St. Petersburg, Florida 


YOUR COMPANY 
TO JOIN WITH US 
IN 
PINELLAS COUNTY 


Here’s one of the few areas in 
America where it is possible to 
attract personnel in every cate- 
gory without difficulty. 

Why? — No executive or em- 
ployee need be more than 15 
minutes away from home and gar- 
den, from fresh and salt water, 
fishing, bathing, boating, water 
skiing...no more than 15 min- 
utes away from schools, churches, 
shopping centers, recreational 
and social activities. 

All this, plus a favorable busi- 
ness climate...and SUN-sational 
living all year, in this enchanting 
land of flora and fauna. 

Executive decisions, after exten- 
sive site location surveys in many 
areas of the nation, have resulted 
in major companies locating here. 
Their managements will gladly give 
you the result of their findings. 


3 «108 " 7 f NOTE: Persons seeking positions 
ou << laal conrok* 


please write Florida State Employ- 
ment Service, 1004 First Avenue 
North, St. Petersburg. 
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CUSTOMER'S Onvee 


“NCR PAPER saves us its cost... 


several times each VY CAL”? - vennison Manufacturing Company 


“Our NCR Paper (No Carbon Required) sales order forms 
cost more than the forms with carbons we used previously. 

‘“‘However, the ease of handling and convenience of 
NCR Paper, plus its cleanliness, its time saving, and other 
advantages, make it a worthwhile and profitable investment. 

“Our salesmen are unanimous in their approval of 
NCR Paper. They like it because it takes them less time 
to write and process orders. 

“They no longer have to worry about wrinkled carbons 
between copies, or disposing of used carbon sheets. With 
NCR Paper, originals and copies are picked up as complete 
units. All this saves valuable time in writing orders and 
enables our salesmen to devote more time to selling. 


ASK YOUR LOCAL PRINTER OR FORMS SUPPLIER ABOUT NCR PAPER 


Another Money-Saving Product of 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


Framingham, Mass. 
“We estimate the time savings and other advantages 
of NCR Paper have a money value that offsets the extra 


cost, many times over, and thus returns its annual cost 
several times each year.” 


(hit, 8 Koreblor 


Vice President 
Dennison Manufacturing Company 


NCR PAPER 
ELIMINATES 
CARBON PAPER 


1039 OFFICES IN 121 COUNTRIES © 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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Why women 
cause problems 
im business 


As workers or as supervisors, women create personnel problems. Here are the 


opinions of nearly 2,000 managers who speak out on women as problem employees. 
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Rs \\ omen employees 
are a business problem. You can’t 
avoid this fact. 

Consider, for example, the evi- 
dence contained in a new study just 
completed by the National Office 
Management Association. 

The association sent a survey 

questionnaire to a sampling of its 
18,000 members, most of whom are 
office managers. Nearly 2,000 of 
them answered. 
s Three out of every four of these 
survey respondents said that if an 
employee is a problem employee, 
that employee is most likely a 
woman. 

The respondents backed up this 
general contention with specific 
answers based on their experience 
in dealing with female office em- 
ployees. Here are those key ques- 
tions and answers. 

Question: Is the rate of absentee- 
ism higher for female office workers 
than for men? 

Answer: No doubt about it. 

Four out of five of the respond- 
ents said women are guilty of more 
absenteeism than men. 


Question: Do female workers tend 
to be more neurotic than male em- 
ployees? 

Answer: Yes. 

Over half—52%—of the respond- 
ents answered this question yes; 
21% said no; and 27% would express 
no opinion. 

The wording of the question 
seems to be rather unfortunate. It 
implies that many if not most em- 
ployees of both sexes are mentally 
ill. What NOMA probably intended 


to find out with its question is 


whether office managers think fe- 
male office employees are as emo- 
tionally steady as men. The opinion 
expressed indicates that women are 
not as steady. Thus it can be said 
that the office managers consider 
woman employees to be the weaker 
sex not only physically but also 
emotionally. 

This kind of emotional weakness 
undermines a woman’s effectiveness 
when she is employed as a worker, 
but even more so when she is pro- 
moted to a supervisory or manage- 
ment capacity. Answers to the next 
two questions give further reasons 
why the office managers feel that 
men make better office supervisors 
than women. 


Question: Do you have any qualms 
about placing a woman supervisor 
over a department which employs 
male workers? 

Answer: Two-thirds of the man- 
agers have such qualms. 

The experience of the office man- 
agers seems to be that, whether or 
not a man is henpecked at home by 
his wife, he wants to be the one to 
wear the pants in the office. You 
can almost hear the disgruntled 
male clerk complaining: “From my 
mother to my wife is enough. At 
least at the office I don’t want some 
women telling me what to do.” 


Question: Who has the better 
chance for success in supervising an 
all-female department? 

Answer: Women don’t want women 
for bosses, either. 

The survey findings here are sig- 
nificant. Whereas 68% of the man- 
agers said that a man makes a bet- 
ter supervisor of office females, only 
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STORAGE 


ALL YOU NEED TO KNOW 


ABOUT RECORD STORAGE 
IN 2 FREE BOOKLETS 


Send for your FREE ‘‘Manual of 
Record Storage Practice” telling you how 
long to retain or destroy business records. 


, d 
It outlines an easy-to-do storage plan 






for inactive records. 

With the Manual we will send our New 
Catalog on Record Storage Filing Equip- 
ment. Learn the facts thatevery business- 
man should know about record storage. 

Clip ad to your letterhead and mail to: 
HERS, 
= SkvS BANKERS BOX CO., Dept. MM-6 
Si 2 Record Specialists Since 1918 
Populd 2607 N. 25th Ave., Franklin Park, Ill. 
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The best to reach the entire 
Southeast, The Caribbean and 
South America. The South's 
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Capt. B. C. McCaffree 
Executive Director, Committee of 100 
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606 Hogan Street, Jacksonville 2, Florida 
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11% said women make better super- 
visors in this situation. (The remain- 
ing 21% withheld their opinion on 
this question.) 


Does your company have women 
supervising women? If so, it might 
pay to examine the situation as a 
possible cause of problems in mo- 
rale, efficiency, absenteeism, turn- 
over, and so on. 

Question: Do you have any jobs in 
the office where sex appeal is a 
qualification and given serious con- 
sideration in hiring? 

Answer: 
panies do. 


Fortunately, some com- 


Despite the problems they some- 
times create in business, women are 
pleasing to look at, and that is a 
heavy weight in the balance. In 
fact, more than one tourth—28%—of 
the survey respondents said that for 
some jobs in their companies a 
womans sex appeal is a definite 
qualification. 

Here are some of the other survey 
findings: 

When higher positions become 
vacant, is it a practice in your office 
to give preference to the male office 
worker over the female employee 
although both have equal qualifica- 
tions? 


MRT hs, B86. is Bere Ore Sere S52 Yo 
PNT, ore by 555 ate cs Sees: ante <a. 44%, 
a ee AY; 


Do you have a double standard 
pay scale for male and female of- 
fice workers? 


SESS Rie Sette eA hy 5 eee SU ede 33 oe 
No oe ee oe eo ee ee ee oe ee Oe ee 66 ss /* 
ING ONSWOl v4.4.6 50445 205% Se 


Do you expect a higher level of 
job performance by male office em- 
ployees? 


VOS (SAAC Re oR bos ov Ye 
ENGIE Cre ovat eit, ence ee ee aod tba Gare At 
ING) GISWEE: <5.c% 6 ere ateise tees F dae 


If your office is automated or uses 
electronic equipment, do you prefer 
to hire in your data processing de- 
partment: 


Male employees .......... 14% 
Female employees ......... 11% 
No preferences ........... 25% 
Pe Ce es Nek iw ews 50% 


The survey tends to show that 
some women are indeed office prolt+ 
lems. They are absent more often, 
and tend to be less emotionally 
stable than men. They are usually 
poorer risks as supervisors because 
both women and men prefer not to 
work under them. 

But NOMA failed to ask its sur- 
vey participants one key question— 
a question that could influence all 
the findings in the study. 

The question: How many of the 
survey participants were men? 8 





SUMMARY OF KEY QUESTIONS 


Is the rate of absenteeism higher 
for female workers? 


NE acne 4 vo x WSK dS Om 80% 
hi he eles a wh ay 18% 
BE SCHIS WER inns. & Kd acansver elec Y big 


Do you have any qualms about 
placing a woman supervisor over 
a department which employs 
male workers? 


NS late whi die) Aes Bo ae @ rer 65% 
No ier e iw @ ise oe 6 ale aw 6S ol ore 
No answer ......... , 4, 


Who has the better chance for 
success in supervising an all- 
female department? 


Male supervisor ........ 68% 
Female supervisor 11% 
fe ee 21% 


From your experience do you 
find that there are more prob- 
lem workers among women em- 
ployees? 


MEG are ei bed, Cale alte elers.5 75% 
Be nk a ieie a VAI Ew were, « X 24% 
Me QRIMIGR: 2. . was vases 1% 


Do female workers tend to be 
more neurotic than male em- 


ployees? 

. Perr eeeeeT Creer Cee 52% 
eee ee ee eee 21% 
a 27 %o 


For jobs which can be per- 
formed equally well by either men 
or women workers, do you pre- 
fer: 


Male office workers ........ oY) 
Female office workers ...... 30 vo 
Ne preference ....cccscees 35% 
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more than that 

she'// save you money 








Bring a kitten, goat or your favorite hamster to the office—the boss may fix you with the evil eye. But here's one office 
pet he'll welcome. Ozafax 120, the trim, table-top copier that puts money in the bank. By streamlining your purchasing 
receiving-paying cycle. Narrowing your shipping-billing gap from 8 days to 2! Getting your bills out, your money /n faster. On 
company saved $17,000... another $15,000... with fast, error-proof Ozalid billing. Besides getting and keeping billing upt 
date, Ozafax handles other office chores. Copies just about everything —letters, forms, reports, drawings. And fast...u 
to 13 feet per minute. Put this multi-purpose copier to work for you. It's easy. Ozafax.. 
and all other Ozalid machines...can be bought, rented, leased through six convenief 
plans. Write today for details and our booklet ‘Money 


Saving Ideas."” Ozalid, Dept. 133, Johnson City, N. Y. OZM LI Cc 


Ozafax 120...8i//ing Favorite. Lowest priced one step diazo copier WE REPEAT 








with automatic separation. simple, space-saving, dependable. 


Remember: for best results from Ozalid Whiteprinters use CE 7 VN | } i 


Ozalid Paper and Ozalid Supplies...we repeat; use Ozalid 
Paper and Ozalid Supplies. DIVISION OF GENERAL ANILINE & FILM CORPORATI 
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Better ways 


to run a business 


Here's a way to 


PUT YOUR PAPERWORK 
ON A FAST TRACK 


Some companies have installed 
conveyor systems to meet the need 
for speed in paperwork processing. 

The conveyor system recently in- 
stalled at Joseph T. Ryerson and 
Sons, Inc., Chicago, has greatly ex- 
pedited the flow of orders. Ryer- 
son’s conveyor system is used to 
move orders, mail, internal corre- 
spondence, and other lightweight 
material from desk to desk, room 
to room, and floor to floor through 
a five-story office building. 

The conveyor chain moves at a 
speed of 35 feet per minute; this 
allows ample time for attachment 
of papers as it moves through the 
work areas. One special feature is 
a release mechanism that automati- 
cally drops papers at appointed 
places according to an established 


Salesman attaches order to conveyor 
system which will unload it according 
to an established color code. 
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Mechanical paperwork conveyor sys- 


tem serves 40 salesmen. It moves 
continuously under an attractive table. 


color code. Thus, a salesman can 
predetermine the destination of an 
order by attaching it to the appro- 
priately-colored hook. 

Ryerson reports that since the in- 
stallation of the conveyor, orders 
move steadily and no longer accu- 
mulate at any one point. Clerical 
efficiency is greatly improved due 
to even work distribution. The 
saved processing time is passed on 
to Ryerson’s customers in the form 
of prompt and efficient service. 


Here's a way to 


SELL YOUR PRODUCT 
WITH CUSTOMER COURSES 


You can create interest and de- 
mand for your product by starting 
customer training courses. 

IBM, for instance, plans to reach 
11,000 prospective customers this 
year by inviting them to one-week 
sessions at its three training centers. 
Although IBM prefers to play down 
the sales function of its training, 
most other computer makers readily 
agree that customer courses help 
sell their products. Makers of many 
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The hidden element in pin- 
pointing the cost of carbon 
copies is the number of times 
carbon paper is used before 
it is discarded. We’ve pre- 
pared a study to help you 
determine the cost of your 
carbon copies. Folder HC-22 
is yours for the asking. 


You’ll discover what more 
and more firms are learning 
every day .. . that the most 
efficient and economical way 
to produce carbon copies is 
with Huron Copysette, our 
patented manifold carbon 
paper set. 


At its new low price, Huron 
Copysette is America’s best 
office supply buy. 


Available in Canada through 
APSCO PRODUCTS, LTD., Toronto, Canada 


PULL OUT Style 
MANIFOLD CARBON PAPER SETS 


PORT HURON SULPHITE & PAPER CO. 


PORT HURON, MICHIGAN 


* Licensed under Kerr Patent No. 2,557,875 
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WHICH OF THESE TOP ARTICLES 
DID YOU MISS? 


Many MANAGEMENT MEruops articles— RATE SCHEDULE 

usually the best ones—are reprinted to Any five reprints 50¢ each 
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15. How to get attention with a news 
release. From the survey of what editors 
want in a news release, you can find 
many helpful tips that can improve your 
releases’ chances of publication. 


20. 18 telephone shortcuts to sales. Sell- 
ing by phone can cut your sales costs 
and often get results where chest-to- 
chest selling failed. Here are 18 tele- 
phone sales tips your salesmen can use. 


26. How to manage research and devel- 
opment. Improved management of re- 
search equals better research results. 
Measure your’ research management 
against the tested methods outlined. 


27. How to rate an advertising agency. 
Your present ad agency is probably best 
for your firm. Use this checklist to be 
sure—or to rate other agencies that may 
court your business. 


47. Sharpen management with data proc- 
essing. You make a mistake if you think 
of data processing as just a clerical time 
saver. Here’s how to use it to sharpen 
executive decisions. 


56. How to motivate your salesmen. 
This checklist—based on the experience 
of experts—can help you evaluate and 
possibly improve the methods you use to 
motivate your salesmen. 


67. These are the real facts about air 
conditioning. Does air conditioning really 
deliver dollar savings? Here are the pre- 
cise effects air conditioning has on per- 
sonnel, production and maintenance. 


69. How to make a business prosper and 
grow. Five top executives tell how to 
make a business grow, stimulate imagi- 
native action in subordinates, determine 
which jobs can and cannot be delegated. 


70. When to call a press conference. 
There are many temptations to call trade 
and business editors together to show 
them something new. In this article, some 
editors tell you why your press confer- 
ence may be a washout. You'll learn 
when and when not to call a press confer- 
ence, and how to run one for best results. 


76. How to avoid the seven traps in job 
evaluation. Whether you are starting a 
job evaluation program or have one, 
these seven guideposts will point out the 
dangers and the benefits of job evalua- 
tion. 


104. Better ways to measure executive 
performance. No executive does his best 
work if he isn't told how he’s doing. 
Here are the methods alert firms use to 
measure executive performance, based on 
new research. 


105. Is now the time for you to consider 
a company plane? Can a plane bring you 
profit? How do you pick the right one? 
How about insurance, pilots, hidden 
costs? Here are answers to these and 
other key questions. 


107. How to name a_ product. Good 
products with bad names can fail. The 
classic examples in this article show what 
makes a good name—and a dud. Here’s 
the science (and art) of naming a prod- 
uct. 


111. How to hold a meeting on the 
phone. Phone meetings are ideal when 
budgets are tight, time short and de- 
cisions urgent. Here are the facts on 
how phone conferences save time and 
money. 


Remittance must accompany orders under $6. No stamps please. 
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Rm. 6B, 22 W. Putnam Ave., Greenwich, Conn. 


Please send me the reprints I have indicated at left. If my 
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other types of products have dis. 
covered the same results. 

Friden, Inc., San Leandro, Calif, 
manufacturers of office equipment 
combines its customer training with 
training. It is reasoned 
that the selling and buying infor. 
mation has to be identical. 

The training center is housed iy 
an ivy-covered building that used 
to be part of the University of 
Rochester. 

The motto of its education center 
is that “Knowledge builds enthusi. 
asm” —also sales. 

Here are three good ideas to keep 
in mind when planning a training 
course. 


its sales 


1. Provide a university-like set 
ting and a social program which 
will remind visiting executives of 
their good old college days. 

2. Point classwork toward prov: 
ing the value of your product. 

3. Make sure that you have valid 
and useful things to teach the busy 
executive. 





Here's a way to 


EXPAND SALES TO 
DEALERS THROUGH CREDIT 

You can expand sales and attract 
new dealers with better credit 
plans. 

In an effort to keep capital work 
ing, many businesses have been 
tightening up on credit plans. Still 
its a good idea to keep in mind the 
fact that good credit plans have 
often been business catalysts. 

Since October, 1960, Cosnat Ree 
ord Distributing Corp., distributors 
and wholesalers of phonograph ree 
ords, has used a highly successful 
credit plan for its dealers. 

Cosnat dealers are allowed five 
months of installment credit with 
out interest or service charges, 
Jerry Blaine, president of Cosnat, 
pointed out that it was worth ab: 
sorbing the service charges be 
cause any program which helps the 
dealer stock and sell is ultimately 
to Cosnat’s advantage. 

Regarding the risk factor inher 
ent in extending credit, it was 
found that the degree of default is 
insignificant when compared to the 
beneficial results of the plan. 

The results: Cosnat was forced 
to open two new wholesale distri- 
bution centers to handle expanding 
volume of existing dealer- 
ships and the sales resulting from 


sales 
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Print price tags 
as needed-with a TICKOMETER 
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Pitney-Bowes 


TICKOMETER 


Imprinting & Counting Machine 


Made by the originator of the postage meter... 
149 offices in U.S. and Canada. 











With a Tickometer, you can imprint 
price tags, a dozen or a thousand gross, 
quickly and easily, as they are needed. 
Tags can also be coded to show supply 
source, color, style, size, etc. Quicker and 


more accurate than hand marking. Cheaper 


than pre-printed tags. No big inventories 
of printed tags required, and no waste 
of unuseable printed tags. 


e The Tickometer will imprint tags, bags, 
labels, wrappers, small cartons, at speeds 
from 400 to 1,000 pieces a minute. Handles 
light card stock, and most standard weights 
and finishes of paper in sizes as small as 1 by 
2 and as large as 15 by 15 inches. It can be 
used with rubber mats, type slugs or electros. 
It’s easy to set and operate, feeds and stacks 
automatically, can be used by anybody. 


e The Tickometer is also a counting machine 
—counts coupons, job tickets, time cards, 
orders, sales slips, checks, etc.—gives you 
totals in a fraction of the time required for 
hand counting. It’s so accurate that banks 
use it to count currency. Records partial 
totals, can be set for pre-determined count. 
With attachments it signs or endorses checks, 
numbers consecutively. It is an invaluable 
time saver in even a small office. 


e The Tickometer can be leased or bought. 
Pitney-Bowes service is always available 
from 320 points. Ask our nearest office to 
give you a demonstration of the Tickometer 
without obligation. Or send coupon for free 
illustrated booklet and case studies. 











| PITNEY-BOwWES, INC. 

| 4541 Walnut Street 

| Stamford, Conn. 

| Send Tickometer booklet and case studies. 
| Name 

| Address 


(Circle number 132 for more information) 


91 











new dealers attracted by the credit 
plan. And Cosnat announced plans 
for the opening of six additional 
distribution centers. 


Here's a way to 


COMBAT INSECURITY WITH 
“EMPLOYMENT-IN-REVERSE”’ 
Job insecurity caused by large 
scale layoffs has always been a 
significant drawback to production. 
Lockheed Aircraft Corp.’s Geor- 
gia Division has had to lay off 
10,000 employees within the last 
four years. To help combat job 





New 50-Station Collator pays for itself in a year! 


No empty claim! 94 recent installations prove it over and over 
again! Manhours saved, overtime eliminated pay the way for 
Thomas’ new Rotomatic. This, together with other performance- 
proved facts, turns the assembling of duplicated sheets into sets 
from a time-eater to a profitable worksaver. In versatility, speed, 
accuracy and compactness, none can compare, You’re your own 
best judge — write for more information. 


e Accurately collates, counts and staggers 25,000 sheets per hour 
. Stitches at a slightly lower rate. Occupies only 17% square 


feet of floor space. 


e Exclusive pushbutton programmer permits different collating 
jobs to be run at the same time. 


e Loads in less than 7 minutes . 


e Handles sheet sizes from 7%” x 8” to 11” x 14” in almost every 
weight and finish. Foolproof miss and double detector stops 
machine instantly, preventing errors in finished sets. 


$¢/- THOMAS COLLATOR INDUSTRIES, INC. 


A subsidiary of Thomas Collators Inc. 
DEPT. D4, 100 CHURCH STREET, NEW YORK 7, N. Y. 


ais. 


. . no vacuum systems or fans to 
adjust, no need to compensate for weights or finishes of stock. 


insecurity caused by these layoffs, 
the company, with the help of the 
Georgia State Employment Service, 
developed an “employment-in-re- 
verse” program. 

The program has two major 
parts: First, Lockheed’s employ- 
ment department makes an all-out 
effort to place surplus employees’ 
skills and experiences before em- 
ployers interested in them. To facil- 
itate placement, Lockheed keeps 
an active list of 300 local and na- 
tional employers most likely to 
need these skills and experiences. 

Lockheed’s job in the second part 
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of the plan is to make available 
to the Atlanta office of the Georgia 
State Employment Service a list of 
its excess personnel. The latter, in 
turn, alerts its 34 offices throughout 
the state, and private and state em- 
ployment offices in all 50 states. 

Hugh Gorden, manager of Lock- 
heed’s Atlanta Employment Office, 
says: “We have not yet achieved 
our goal of 100% placement of Lock- 
heed employees who are surplus, 
but we know we are on the right 
track.” 

Lockheed employees know that 
if they receive a “pink” slip the 
company is and will be doing its 
utmost to find them a new position. 


Here's a way to 


INCREASE COMMITTEE VALUE 
WITH A GROUP OBSERVER 

Appointing an impartial group 
observer to sit in on committee 
meetings can increase the efficiency 
of that committee. 

Here’s how the president of a 
medium sized corporation turned 
a do-nothing, confidence voting 
board of directors into a dynamic 
executive committee. 

During one of the monthly meet- 
ings, the president suggested that 
one board member act as an objec- 
tive observer. He was asked to 
disregard the content of the discus- 
sion and to focus his attention 
solely on how the board members 
performed individually and as 
members of the group. 

After two hours of discussion, the 
observer reported that none of the 
members listened to what others 
said . . . no ideas were systemati- 
cally pursued . . . no member took 
up and used another's ideas . . . the 
basic attitude around the table was 
one of fault finding. 

The board was shocked and 
voted to adjourn with the resolu- 
tion that each member seriously 
consider his conduct at future 
meetings. They also asked the 
president to appoint another ob- 
server for the next meeting. 

Two meetings and two observers 
later, the board was a smoothly 
working executive committee which 
consciously worked to further the 
company’s aims. 

This case was first reported by 
Communication in Action, a publi- 
cation of the American Manage- 
ment Association. 


MANAGEMENT METHODS 











Fa 
Simp 
of fa 


and | 











JUNE 











Famous Acco tastoner 


Simply slip punched papers over pronged base section 
of fastener. Then add compressor section to lock papers 
and prongs in place. 


Makes folders spillproof 


To avoid the hazards of loose paper filing, simply punch 
two holes in any ordinary folder and insert Acco fastener 
as shown above. 





Keeps papers secure 


Holds letter, legal—any size sheets. Ideal for work sheets. 
Comes in 7 base lengths — from 2%” to 8%”. Up to 6” 
capacity. 





At its best in Accobind 


The fastener is built right into this Accobind folder. 
Made of firm pressboard, it never sags, saves file space. 
Choice of 5 colors. 


ACCO FASTENERS 


ACCO PRODUCTS A Division of Natser Corporation, Ogdensburg, N.Y. e In Canada: Acco Canadian Co., Ltd., Toronto 
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[] Easier Filing 


[| Higher Morale 


[] Increased Efficiency 


[] Error Reduction 







First and foremost 
in its field, Visi-Shelf 
is the only concept 
of filing, conceived 
and engineered 
specifically for the 
express purpose of 
shelf filing. 
Developed to meet 
the constant prob- 
lem of overcrowded 
files, the crowded 
filing areas and 
Visi-Shelf filing 
system has solved 
these problems by 
making it o»ssible 
to file “more than 
twice as many 
records in the same 
floor space” 


3 Series — 2 Widths (30” & 36”) — 


= 


4 Heights = 96 Filing oT 
Combinations yy Ce 
- oT 9 a 
= = gan 
ms. ud | = 4; 
C all . J = ei 








Exclusive VS features include: 
Finger Tip Compressors 


© Positive locking 
© Free movement 


© Fully adjustable 


Light weight patented Drop Doors 
Face mounted Reference Shelves 
Visi-Shelf File, Inc. Dept. D 


105 Chambers Street 
New York 7,N. Y. 


Please send catalog and complete details 
of the Visi-Shelf Filing System. 


COMPANY 
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Company library 


continued from page 56 


sional librarian. A book lover is not 
automatically a competent librarian, 
any more than a dog lover is a 
qualified veterinarian. 

A trained librarian knows how to 
organize a library to maximize its 
usefulness. More important to the 
company, he knows how to locate 
necessary information in the most 
efficient way. How often have you 
known what information you want, 
but haven't known where to find it? 
Professional librarians Know what 
sources are available, and what 
each offers. 

Hiring a qualified librarian (an 
individual with a graduate degree 
in library science) is often the best 
first step in organizing a company 
library. He knows what materials 
youll need to start with, and can 
help with the library's design. 
Chances are he can come up with 
money saving suggesticns. 

It isn’t easy to find a professional 
librarian. Right now, the demand 
far exceeds the supply. However, 
you can get leads from these 
sources: 

a The Special Libraries Association 
has a free placement service. 
a Graduate library schools in many 


universities can refer graduate li- 
brarians to you. 

# The public librarian in your city 
may have information concerning 
technical librarians. 

What should you pay him? About 
$5,500 to $6,500, depending on his 
qualifications, a year is what the 
new graduate can command. Nat- 
urally, you have to pay more for 
experience—anywhere up to $12,000 
or more, depending on the librari- 
an’s background and experience. 


Other needs 

Aside from the basic needs of 
books, librarian and space, there 
are other considerations for a com- 
pany library. 

Lighting: it should be adequate 
for reading, and even throughout. 
It is important that the light in the 
stacks make it as easy to see a book 
on the bottom shelf as one on the 
top. Forty to 60-foot candles, shad- 
owless light at desk height is the 
right illumination for reading. Best 
bet: get a lighting expert to design 
the lighting. 

Soundproofing: it is needed if the 
library space is near noisy machines 
or where much talking goes on. 


Classified library 








ee sprees 


¥ 


This library houses locked files of classified information. Most material must be 
read and used on the premises and even scrap paper or notes must be thrown 
into the special receptacle in the foreground. Keys to the files are available only 


irom the librarian. 
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Additional personnel: some firms 
require a_ full-time —abstractor; 
others do not. A patent searcher 
may be very important to one com- 
pany and of no interest to another. 
Some firms may need a translator. 
A clerk may be needed to handle 
heavy microfilming and photocopy- 
ing chores, as well as the librarian’s 
correspondence. And, if the library 
is good sized, an assistant librarian 
may be required. As a matter of 
fact, some large company libraries 
have staffs of between 10 and 50 
people. 

Other budget items: such things 
as librarian’s travel to professional 
meetings, newspaper subscriptions, 
supplies, pamphlets, postage, tele- 
phone and telegraph should be in- 
cluded in setting up an operating 
budget. 

Additional information sources: 


pletely equipped as possible, the 
librarian may need a range of bib- 
liographic tools. The Cumulative 
Book Index, published by H. W. 
Wilson Co. of New York City, lists 
current titles as wel as what has 
been published over the years in a 
specific field. The annual Books In 
Print, published by R. R. Bowker 
Co. of New York City, lists books 
actually in print and available for 
purchase. Publishers’ Weekly and 
the Library Journal are recognized 
sources of current books. The Tech- 
nical Book Review Index is another 
helpful source. There are also pub- 
lished bibliographies of books cov- 
ering special fields, as well as those 
listing foreign periodicals. There 
are dealers who specialize in selling 
back files of magazines and who 
have catalogs of their inventories. 
The government also publishes ma- 
terial of interest to businessmen. 
The U.S. Superintendent of Docu- 
ments offers the Monthly Catalog, 
which lists these publications. Most 
are for sale at a nominal cost; some 
are free. 


Library: yes or no? 

Eight years ago, there were over 
3,000 company libraries. Today 
there are well over 5,000. The trend 
is up. Company after company has 
found that an on-premises library 
can be a real money saving tool. 

In view of the current emphasis 
on research, as well as the need for 
keeping well informed, now might 
Well be the time for you to con- 
sider a company library. = 
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AUTOMATIC 
PRINTING MULTIPLIER 


This high speed, fully automatic 
printing multiplier is every- 
body’s favorite. Try it today. Call 
your nearest Comptometer office 
for a demonstration. See the 
Yellow Pages or write direct to 


Comptometer for literature. 


COMPTOMETER 


CORPORATION 


5600 Jarvis Avenue, Chicago 48, Illinois 
BUSINESS MACHINES « BUSINESS FORMS « GOLF EQUIPMENT? 
COMMUNICATION EQUIPMENT e¢ ELECTRONIC EQUIPMENT 


EVERYBODY 
LOVES THE 


COMPTOGRAPH 
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CUT FILING COSTS IN HALF WITH VERTI-FILE 


You can actually save up to 50% in equipment costs when you convert from 

conventional drawer filing to the vertical shelf concept perfected by Royal’s 

DeLuxe VERTI-FILE* system. This is because VERTI-FILE Cabinets cost no more but 

hold twice as much. Savings in floor space, too, run as high as 58% because 

VERTI-FILE substantially reduces required aisle width by eliminating space- 

consuming drawers. This advanced idea in record-keeping makes filing up to 

35% faster, easier, more accurate. DeLuxe VERTI-FILES by Royal bring you all 4 
‘ the advantages of open-shelf filing, including maximum visibility, ease of access 

Snotaitation aie Gar soe and entry, fully adjustable shelving, and “security-lock” doors if desired. DeLuxe’s 

vou Guicaabien ee ae: exclusive “Equalizer” feature insures easy opening of VERTI-FILE doors wher- 

ee ae pressure is applied. Steel construction and baked enamel finish give 

VERTI-FILE units the quality appearance of fine office furniture. And there is no need to buy new 

folders or change your existing system. Write today for complete information to DeLuxe Metal Products 

Division, Royal Metal Manufacturing Company, Dept. 4-F, One Park Avenue, New York 16, New York. —*T.M. REG. U.S. PAT. OFF. 
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NEW PRODUCTS 


FOR THE MANAGER AND HIS STAFF 


COMMUNICATIONS 





Telephone adaption devices vie 
for communications market 


Recent developments in the com- 
munication field concern themselves 
with telephone adaption devices. 
Here are a few of the practical in- 


novations that may be of use to 
you. 
Voicecaster .. . Lee Communica- 


tions, Inc., New York, offers a new 
transistor device which allows you 
to use your telephone without using 
your hands. The device amplifies 
both the incoming telephone voice 
and your own. 

The Voicecaster will free you to 
write, refer to books, walk around 
the office, or go to filing cabinets 
while listening to your caller over 
a crystal-clear loudspeaker. From a 
distance of 15 feet your voice can 
be heard distinctly by your caller. 

The Voicecaster requires no in- 
stallation, and is ready to operate 
on arrival, says the manufacturer. 
It weighs four pounds and is com- 
pletely portable. 

For more details on the Voice- 
caster, circle number 213 on the 
Reader Service Card. 





Voicecaster 


turns on 
telephone 


automatically 
when your handset is 


placed on it. 
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Speak-R-Phone . . . is another elec- 
tronic device which amplifies 
two-way telephone conversations 
through a loudspeaker. Volume is 
adjustable and may be tuned up for 
use as a conference telephone, or to 
allow you the freedom of your 
hands or office. It is manufactured 
by the Varicon Corp., Seattle. 

For more information on_ the 
Speak-R-Phone, circle number 211 
on the Reader Service Card. 


Talk-back unit . ..is a loudspeaker 
that can both transmit and receive 
messages. The talk-back unit can 
provide hands-free communication 
for your employees on assembly 
lines or at various points in your 





| 
| 


| 


business buildings. This new prod- | 


uct of Tele-Norm Corp., 
York, assures communication with- 
out interrupting workflow. 

Calls to the talk-back station are 
initiated through any dial or push- 
button phone. Reply to the call is 
made by the employee simply 
speaking in the general direction of 
the two-way speaker. 


For further details on the talk- 
back unit, circle number 210 on the 
Reader Service Card. 


M-S-A Pager . . .Mine Safety Ap- 
pliances Co., Pittsburgh, has de- 
veloped a transistorized pager unit 
that utilizes existing inter-plant 
telephone lines. 

The pager unit is self-contained 
and has two primary functions: to 
call or page over a loudspeaker, to 
communicate semi-privately like a 
telephone. 

The combination telephone and 
loudspeaker is powered by two dry 
cell, long life batteries. A two-con- 


New | 


ONE-STOP 
FREE 
“SHOPPING 


CENTER” 
FOR PLANT 
SITES IN 


7 STATES 


ra 
of 





in 2350 communities 


within the heart of 
industrial America: 


INDIANA + MICHIGAN + OHIO 
KENTUCKY + WEST VIRGINIA 
VIRGINIA - TENNESSEE 


American Electric’s “shopping 
center’’ furnishes up-to-the- 
minute information on labor, 
raw materials, neighboring in- 
dustries, taxes, water, trans- 
portation, recreation, living 
conditions and all other im- 
portant factors. 


This free service locates the 
prepared site or available 
building with the right com- 
bination of plant-site factors. 


For more information or free 
brochures, ‘‘Power and Natu- 
ral Resources’’ and ‘‘Plant Lo- 
cation,’’ write or phone, in full 
confidence, to Mr. Lee L. Davis, 
Vice President, Area Develop- 
ment, Dept. R-06, American 
Electric Power Service Corp., 
2 Broadway, N.Y. 8, N.Y. 


————AeE=>——— 


AMERICAN ELECTRIC 
POWER SYSTEM 


An Investor-Owned Public Utility 


2 Broadway, New York 8, N.Y.—HA 2-4800 
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Automated Payroll Accounting 


ra 


Cincinnali PAYMASTER 
Fully Automatic TIME RE C O RDER 


Accommodates tabulating cards for use with data processing equipment 
Exclusive **Quick-Audit” recording system simplifies payroll accounting 


Not just for the time being—but for time to come! The Paymaster 
integrates with any system .. . anticipates the most advanced 
developments in time and payroll methods . . . makes possible 
automated payroll accounting, now or later. 

In business for the future, Cincinnati Time will continue to 
provide the engineering, equipment and service you need. 

Get the full story on the PAYMASTER from your Cincinnati 
representative, or clip and mail coupon for literature. 

















 lanestenetanestanesieestnes tenths etait tantetensteneteetenstateetentetententententeentententon vce omy 
| e & ! 
| TIME RECORDER CO. | 
| ff 1734 Central Ave., Cincinnati 14, Ohio | 
| ; Gentlemen: Please send literature on New Model 8000 Paymaster | 
VIA. ’ 

| ot! et | 
| — Name Title | 
| = 

| AN Company 
| Street City I 
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ductor wire connects pagers to each 
other, and to existing telephone 
lines. It is possible to install 10 or 
more units on a single line. 


For more details on the M-S-A 
Pager, circle number 209 on the 
Reader Service Card. 


PAPERWORK 





Duplicator can 
cut costs with speed 


Old Town Corp.'s Model 9E elec- 
tric spirit duplicator is built for 
speed. Super gear and belt drives 
enable user to deliver copies faster, 
reducing overall cost. 

Model 9E also features a 9-inch 
by 17-inch cylinder which is ca- 
pable of giving a full 17-inch width 
of copying area. Newtype rollers 
insure single sheet feeding and it 
works well with all duplicator 
stocks, the maker states. 

For added information on the 9E 
electric spirit duplicator, circle 
number 247 on the Readers Service 


Card. 


ENVIRONMENT 





Window coating cuts glare, 
heat, and ultra-violet rays 


Poor working conditions caused 
by the sun’s rays can be controlled. 
Sun-X, a new Dupont product, re- 
duces sun glare by 94%, heat by 69%, 
and fade-causing ultra violet rays 
by 95%. It is applied directly to 
existing windows and forms a trans- 
parent, distortion-free coating. The 
coating is guaranteed not to chip, 
crack, or peel. 

For further details on Sun-X tint- 
ing, circle number 252 on _ the 
Reader Service Card. 


DATA PROCESSING 





Speed is emphasized by 
new data processing aids 


Automatic tape equipment... 
can automatically prepare perfect 
punched tape at less than half the 
costs and in less than a third of the 
time taken by the best standard 
computer preparation methods now 
available, the McDonnell Aircraft 
Corp. says. 

The machine can automatically 
analyze word group and keyboard 
commands, converting them to 
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Another Record-Handling Advance by 
DIEBOLD . . . First Name in Record Mechanization! 


push-button speed 
and convenience for 
mass record handling 


DIEBOLD 


POWER-SHELF 


A new concept in time-saving, con- 
venient record handling has been 
introduced by Diebold Power-Shelf 
filing. A touch of a button brings 
any one of thousands of different 


records to convenient reference level 
— swiftly, silently, electrically. It's like having the contents of 32 file 
drawers within fingertip reach: there’s no climbing, stooping, stretching 
or walking to find or file a record! No drawers to open or close. 


And Diebold Power-Shelf filing lets you use all the office space you're 
paying for—including the vertical space you cannot use efficiently with 
other filing methods! 


Bring these important time and space savings to your office. Use coupon 
below to get complete information on Diebold Power-Shelf filing! 
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. 
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. I Push-Button Speed! > jo 
. le Each shelf is con-~ $ Use All the opene, 
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Md sili button...a touch of =e 1 1 
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— [31] {required records to ¢ ut tag I 
si]: } reference level— Wasted space above 
‘ll; swiftly and silently . conventional filing cabi- 
Py | oa : ° nets costs you money. You 
ul ° put it to work with Diebold 
. Power-Sheilf filing! 
*. 


—— - 
} wee No Stooping, 
Every Record at Z 
No Stretching 
Reference Level! . 
No Ladders 
There’s no 





bottom shelf 
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Power-Shelf 
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filing brings no top shelf 
every record -—— to mage oly 

nomena Every shelf is 
to convenient brought to ideal 
reference level . can be working height automatically 
equipped for standing or sitting Your peop'e do more work more 
reference or both! efficiently, more safely! 

DIEBOLD, incorporated Dept. OE-93 


Canton 2, Ohio: 

Gentiemen: Please send complete information on Power-Sheif Filing. 
Name : anaes 
Title 

Company 

Address " ‘ i 


City Zone State 


DIEBOLD 


(INCORPORATE O 
CANTON 2, OHIO 











IN CANADA: DIFBOLD CF CANADA, LTD., TORONTO 
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coded programs. Finished tape is 
delivered instantly by punching 
mechanisms. 

Operator training time for the 
equipment is minimized; the equip- 
ment is simple to operate. 


For more details on this new 

equipment, circle number 243 on 
the Reader Service Card. 
Univac printer .. . Working in con- 
junction with competitive data 
processing equipment, the Univac 
Compatible High Speed printer 
will print at the rate of 36,000 lines 
per hour. This is equal to the work 
accomplished by 260 typists work- 
ing at a rate of 60 words per min- 
ute. 

Self-checking circuits, and new 
circuitry and design elements con- 
tribute to faster, trouble-free oper- 
ation. 

For more details on the Univac 
Compatible High Speed printer, 
circle number 240 on the Reader 
Service Card. 


PLANNING 


Magnetic Control Board saves 
time and increases efficiency 

Methods Research Corp’s Mag- 
netic Control Board can be used for 
planning production — schedules, 
sales records and quotas, manage- 
ment control and analysis, graphs 
and charts, and a host of other busi- 
ness purposes. 

It consists of a magnetic steel 
board which holds firmly on_ its 
surface the visual elements which 
detail the planning. The manufac- 
turer provides a great variety of vis- 
ual elements tailored to meet the 
needs of the individual user, such 
as: magnetic card holders, arrows, 
tape, and large supporting units for 
pictorial presentation. All magnets 
carry a lifetime guarantee. 

For further details on the Mag- 
netic Board, circle number 253 on 
the Reader Service Card. 





Magnetic Control Board can graphi- 
cally detail management planning. 
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Catalina, Inc., Beverly Hills, Calif. 





appropriate for the executive office... 


The Template Group combines the high-styling and individuality 
of fine, custom-built furniture with moderate cost and durability to 
make it a practical choice for all offices. See this crisp, new 
design in wood office furniture soon. For free brochure, 
contact your nearest Leopold dealer or write Dept. M-6, 
The Leopold Company, Burlington, lowa. 


See list of dealers on next page Cc 


by Leopold 


practical for all offices... 











if 
e. : Sutro Bros. & Co., New York City 
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ALA. Birmingham—Bodine, Bryson & 
Rolling 
Eufaula—Mooty Satterwhite 
Mobile—Waller Brothers, Inc. 
Montgomery—Mercantile Paper Co. 


ARIZ. Phoenix—PBSW = Equip. Center 
Tucson—Howard & Sto 


ARK. Little aahi-temie: Prtg. & Staty. 


CALIF. Anaheim—Anaheim Office P as 
Bakersfield—Valley Off. Supp. Co. 
Fresno—Healey & Popovich 
Glendale—Hopper’s Off. Furn. 

Long Beach—Belcher & Schacht 

Los Angeles—Miller Desk & Safe Co. 

Pacific Desk Co. 

Sacramento—Capital Off. Equip., Inc. 
San Bernardino—Stockwell & Binney 
San Diego—Austin Safe & Desk, Ltd. 
San Francisco—Business Furn., Inc. 
San Jose—Kennedy Business Mach. Co. 
Santa Barbara—Ebersole Off. Mach. 


COLO. Denver—W. H. Kistler Staty. Co. 
Longmont—Chlanda-Harris Furn. Co. 


CONN. Hartford—Barney’s of Hartford 
W. E. Kelsey & Son 


FLA. Bradenton—Bradenton Off. Equip. 
Cocoa—Provost Office Equip. Co. 
Delray Beach—Hand’s Delray Bk. Shop 
Ft. Lauderdale—-Business Equip. Co. 

Thompson Office Equip. Co. 

Ft. Myers—Parker’s Book Store 
Sanford-Hall Co. 
Leesburg—Simons Office Equip. Co. 
Miami—Richard Plumer, Ine. 
Orlando—Bishop Office Equip. Co. 
Pensacola—Pensacola Off. Equip. 
St. Petersburg—Office Supply Co. 
Tallahassee—Commercial Off. Supp. Co. 
Tampa—Business Equip. Co. 

Hook & Holtsinger Co 
West Palm Beach— ‘Halsey & Griffith 


GA. Atlanta—Ball-Stalker Co. 

The Office Supply Co. 
Athens—The McGregor Co. 
Columbus—The White Co. 
Macon—American Off. Equip. Co. 
Savannah—Rosolio’s 





Co. 


HAWAII Honolulu—W. Tip Davis, Ltd. 
IDAHO Boise—Syms-York Co. 
ILL. Bloomington—Paxton Typewr. Co. 


Chicago—Andersen, Riley & Sava 

Desks, Ine. 

Horder’s 

Marshall Field Co. 

Monroe Furniture Co. 
Danville—Jackson Typewriter Co. 
Kankakee—Byron Johnson Off. Supp. 
Moline—Carlson Bros. 
Peoria—Business Equipment Co. 
Quincy—Oenning’s 


Springfield—Central Off. Equip. Co. 
Zion—Burgess, Anderson & Tate, Inc, 


MONT. Great Falls—Tribune Office 
Supp. Co. 


NEB. Lincoln—Latsch Brothers 
Omaha—Orchard & Wilhelm Co. 


N. H. Manchester—R. H. Llewellyn Co. 


N. J. Elizabeth—Business Furn., 
Newark—Max Blau & Sons 
Herbert L. Farkas Co. 
Spring Lake—J. H. Young’s, Inc, 
Trenton—Palmer, Trout & Co. 


N. Y. Binghamton—Pierson’s 
Brooklyn—A. Pearson —, 
Buffalo—Hoelscher Staty. 
Elmira—George L. Tatiiocorts 
Mineola—D. Waldner Co. 
New York—A. Blank Co. 

Business Equip. Sales Co. 

Clark & Gibby, Inc. 

Commerce Desk Co. 

Driver Desk Co., Inc. 

Empire Office Furniture Co. 

Chas. J. Lane Co 

Metwood Office Equipment Corp. 

Pearl Desk Co. 

Regan Furniture Corp. 

Uneeda Office Furniture Co. 
Niagara Falis—Geo. H. Courter Co. 
Rochester—Heinrich-Seibold Staty. 
Schenectady—Benche, Inc. 
Syracuse—J. Hillsberg Safe Co. 
Troy—Howard’s 
Utica—Genesee Office Equipment 


N. C. Charlotte—Pound & Moore Co. 
Gastonia—Spencer s 
Raleigh—Capital Printing Co. 


N. D. Bismarck—Gaffaney & Shipley 
Fargo—Gaffaney's Office Spec. Co. 
Grand Forks—Gaffaney’s Off. Spec. 
Minot—Gaffaney’s Minot Staty. Co. 


OHIO Akron—Summerville’s Ohio 
Office Equipment 
Canton—Office Equipment Co. 
Cincinnati—Globe Off. Equip. & 
Cleveland—Hebert’s Bus. Furn. 
The Higbee Co. 
Columbus—F.. J. Heer Printing Co. 
Dayton—Seitz & George Off. Equip. 
Toledo—Newel B. Newton Co. 


OKLA. Bartlesville—Bartlesville Staty. 
Southwestern Staty. 
Muskogee—Doyle Bland Off. Supp. 
Oklahoma City—House of Wren 

i rn Staty. 


Inc. 


Ine. 


Co, 


Co. 


Co. 


Supp. 
Co. 








Tulsa—Scott-Rice Co. 
Tulsa Stationery Co. 


OREGON Portland—Kubli Howell Co. 


PA. Allentown—Roya: H. Eckert, 
Chambersburg—Oftice Suppliers 
Easton—Stotz Office Equipment 
Harrisburg—Cole & Co. 
Lancaster—-H. G. Bancroft 
New Castle—Castle Stationery Co. 


Ine. 





Pie — Ot 
TEMPLATE 
GROUF 


now 
on display 
at these 

dealers... 








IND. Indianapolis—W. B. Burford Prtg. 


1OWA Cedar Rapids—Morris Sanford Co. 
Council Bluffs—Emarines 
Des Moines—Storey-Kenworthy Co. 
Fort Dodge—Messenger Prtg. Co. 


Marshalitown—Marshall Off. Supp. Cv: 
Sioux City—Sioux City Staty. Co. 
Waterloo—Latta’s, Inc. 


KAN. Hutchinson—Roberts Prtg. & Staty. 
Salina—Consolidated Prtg. & Staty. 
Topeka—Thacher, Ine. 
Wichita—Bauman Off. Equip. Co. 


LA. Alexandria—Garrett Off. Supp., Inc. 
Baton Rouge—Louisiana Off. Supp. Co. 
Lafayette—General Office Supp. 

Lake Charles—Lake Charles Off. Supp. 
Monroe—Standard Off. Supp. Co. 
New Orleans—Hanson-Flotte, Inc. 

J. D. LeBlane, Ine. 


MD. Baltimore—Baltimore Staty. Co. 
The Modern Stationery Co. 
Hagerstown—Hagerstown Bookbinding 
Salisbury—White & Leonard 


MASS. Boston—Contract Sales 

L. E. Muran Co. 

L. J. Peabody Off. Furn. 
Framingham—H. M. 
Pittsfield—E. P. Gowdy Co. 
Worcester—Palley Off. Supp. Co. 

MICH. Ann Arbor—Mayer Schairer Co. 
Battle Creek—Wellever Bus. Systems 
Detroit—The J. L. Hudson Co. 
Flint—Alex Adams & Co., Ine. 
Kalamazoo—-Dykema Office Supply 
Lansing—Weger Business Systems, Inc. 


MINN. Duluth—Weygant-Goodspeed Co. 
Owatonna—.Journal-Chronicle 
Minneapolis—Miller-Davis Co. 

Red Wing—Robert Fortier 
Rochester—Whiting Stationers 
St. Paul—McClain Hedman & Schuldt 


MISS. Columbus—Bus. Equip. & Supp. 
Greenwood—-Fisher Staty. Co. 
Gulfport—Office Supply Co. 


Co. 
Nichols & Co. 


Hattiesburg—Standard Off. Supp. Co. 
Jackson—Mississippi Staty. Co. 
Meridian—Dement Prtg. Co. 

MO. Hannibal—Standard Prtg. Co. 
Jefferson City—Standard Prtg. Co. 
Joplin—Joplin Printing Co. 

Kansas City—Duff & Repp Furn. Co. 


Springfield 
St. Louis 


Elkins-Swyers Co. 
Lammert Furniture Co. 


Philadelphia—A. Pomerantz & Co. 
Pittsburgh—General Off. Equip. Corp. 
Reading—Wm. G. Hintz, Inc. 
Scranton—Reynolds Bros. 

Wilkes Barre—Graham’s 

York—H. G. Bancroft 


S. C. Columbia—A. Hines McWaters 


S. D. Rapid City—Western Stationers 
Sioux Falls—Midwest Beach Co. 


TENN. Chattanooga—Commercial 
Stationery & Supply Co. 
Knoxville—Oliver Office 
Memphis—S. C. Toof & 
Nashville—Hessey Prtg. 


TEXAS Abilene—Abilene Prtg. 
Amarillo—Southwestern Staty. 
Austin—The Steck Co. 
Beaumont—E. Szafir & Son 

John H. Yochem Co. 
Dallas—-Finger Office Equipment 
Stewart Office Supply Co. 


Fort Worth—Stafford-Lowdon Co. 
Houston—Finger Office Equip. 
Wilson Stationery Co. 
Lubbock—The Baker Co. 
McAllen—Jones Office Supply 


Equip. Co. 
Co. 

& Staty. Co. 
& Staty. 
& BE. 





San Antonio—Maverick-Clarke Litho. 
Tyler—Hixson & Ellis 
UTAH Ogden—Weber Off. Supp. Co. 


Salt Lake City—Utah-Idaho School 
Supply Co. 
VT. White River Junction— 
Office Supply Center, Ine. 


VA. Norfolk—Hampton Roads Paper Co. 
Richmond—Southern Stamp & Staty. 
Winchester—Caldwell-Sites 

WASH. Everett—Priebe’s, Inc. 
Seattle—Bank & Off. Interiors 
Spokane—John W. Graham Co. 
Tacoma—Pudget Sound Off. Interiors 


WASH. D. C.—Chas, G. Stott & Co. 


W. VA. Charleston—S. Spencer Moore 
Huntington—Standard Prtg. & Pub. 


WIS. Eau Claire—Eau Claire Book and 
Stationery Co 

Green Bay—Stuebe Binding & Prtg. 
LaCrosse—Swartz Off. Supp. Co. 
Madison—Frautschi’s, Inc. 
Milwaukee—Forrer Equipment Co. 
Oshkosh—Scharpf’s, Inc. 
Waukesha—Zillmer’s 
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FOR THE FINEST 
AWARDS... 


leading companies choose 
Customized Jewelry 





} 


Read the names: Ford, Coca-Cola, Scher- 
ing, ITT, Lockheed. These and scores of 
other companies with the whole world to 
pick from, choose Williams & Anderson 
customized service award Japel buttons, 
key tags, tie grips, brooches, etc. Want to 
know why? 


Send for FREE 12-page booklet 
WILLIAMS & ANDERSON CO. 


Industrial Division 


14 Third Street, Providence 6, R. I. 
EMBLEM MANUFACTURERS SINCE 1901 
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Presentation Panels 
12-page bulletin board for 


® Planning sessions 
® Sales meetings 
® Employee training 


Panels swing “like pages in a giant book’’, 
providing many times the display space of 
an ordinary wall-mounted bulletin board. 
SHOWN ABOVE: typical pedestal-type unit 
with twelve 22" x oe steel-framed composi- 
tion-board panels. ALSO AVAILABLE: wall 
and table-top models, many panel sizes, sev- 
eral colors and finishes. OTHER USES: retail 
be Spa Directors’ meetings, conventions, 
lobby exhibits, advertising presentations, 
libraries, etc. Mail coupon for descriptive 
literature and prices. 


MULTIPLEX DISPLAY FIXTURE CO. 


Dept. T, Warne & Carter, St. Lovis 7, Mo. 
Please send literature on Presentation Panels 


2 1Gt SAT PETC CN Eee eee JE6I 4 


bt Eee eee ee 
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For more information on any advertisement or keyed editorial 
item, fill out the card below, circle the appropriate key num- 
ber, detach, and mail. We pay the postage. 


JUNE—FREE READER SERVICE CARD 


100 101 102 103 104 #105 106 107 +108 109 «+110 «+111 
W209 #113 «114 «1950CO6sd—sd2Besisd-s-d120—ss121s 122123 
124 125 126 127 #128 129 #130 131 132 133 «4134 = 135 
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122 173 174 +4175 #176 +4177 +178 #179 «#180 181 182 183 
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208 209 +210 211 «+212 «+213 «214 «#29215 216 217 218 219 
220 221 222 223 «#4224 «#9225 «226 «227 «2228 «229 «230 = ©6231 
232 233 234 235 «+236 «237 «+238 «#9239 «6240 «241 242 243 
244 245 246 247 248 249 250 251 252 253 254 255 


Please do not use this card after August 31, 1961. 
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COMBGKY oo ccccccccvcvevccccdccccsceseecessesecscocecseesoessoocesece 

POPP TOIT TT PTET T eT rer 

GU ecb oes sebS Cs ecb neeectssnereves BOM ic ceca BONO occcccvececcs 


Number of employees in your firm [(]50-99; [(]100-149; [(]150-249; 
()250-499; [()500-749; [(]750-999; [(]1,000-2,499; [JOVER 5,000 
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SUBSCRIPTION ORDER 
if you would like a one year subscription to MANAGE- 
MENT METHODS (U.S. & Poss. $5; Can. & Mex. $6; All 
others $10) please check below: 
[[] Check enclosed [7] Bill me [7] Bill my company 


JUNE—FREE READER SERVICE CARD 


100 «6101: «©6102 «©6103 «©6104 «©9105 «©6106 )«=©69107) «108 = 109 Ss 110—s«*d1+* 
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Please do not use this card after August 31, 1961. 


ME rate nes pk sR sp N ae Vs Fade anaecleea chek dee ubacce bikkei ee bicie 

{Please print) — 
EAC AEEAGEUSD CIRCE Cr rhe eras ign ar tees earn | eee aS 
INS GS e o's VSN AERA Faun ret GEG ie Caen te iene 
eres sien cs pale eT s 5 SERRA ch Core ee ee tune 
MD atlas Gs ois 6 Wp bewk se WEAR A ks ME epee aa: State 


eee errr eeesee 


Number of employees in your firm [(]50-99; []100-149; [-]150-249; 
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Type of business 


SUBSCRIPTION ORDER 
If you would like a one year subscription to MANAGE- 
MENT METHODS (U.S. & Poss. $5; Can. & Mex. $6; All 
others $10) please check below: 
[-] Check enclosed [7] Bill me [] Bill my company 
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Bittle. Ags A NEW Shaw- Walker Clutter-Proof Desks 


0) Cite () K Eliminate Clutter from Tops and Drawers 


It’s remarkable how a clear desk top and organized drawers 
can give office people a fresh, new outlook on work. And 
that’s exactly what happens when you move in Shaw-Walker’s 
beautiful new Clutter-Proof® Desks. 

The clutter-proof drawers* provide a specific place for fully 
75% of the things that drift around on other desks. The re- 
sults ... clutter-free drawers and a desk top clear of everything 
but current work ...so you get more done—easier. 

Your Shaw-Walkerman can show you how these desks will 
bring both new beauty and greater work accomplishment to 
your office. You’ll find him in the phone book. Or write for 
color brochure ‘‘Shaw-Walker Skyline.” 


SHAW-WALKER 


Largest Exclusive Makers of Office Equipment 
Muskegon 85, Mich. Representatives Everywhere 








*A marvel of convenience, the “‘clutter-proof’’ drawers eliminate desk 
top clutter and desk drawer hodgepodge. The ingenious in-drawer 
facilities organize your work and working tools. Even the letter trays 
and wastebasket are in the drawers. Nothing like this in any other desks. 





